Advertisin Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Entered as second-class matter Jan. 9, 1932 at the post office at Chicago, Ill., under the act of March 3, 1879. Copyright, 1944, by Advertising Publications, Inc. 


April 17, 1944 


10 Cents a Copy, $2 a Year 


“Boston banned novel will be 
advertised,” reports ADVERTISING 
ce. Of course; publishers always 
ow when they have been ac- 
rded a particularly good pub- 
icity break. 
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The manpower shortage isn’t as 


e famous catcher of 25 years ago. 
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Dale Nichols says that Chicago 


Charles G. Mortimer is one of 
that stalwart band of intrepid pio- 
neers who still pronounce it ad- 
er-TISE-ment. 


louisville, has just won a $10,000 
wize novel contest. To achieve 
literary success, you don’t have to 
te born south of the Mason and 
Dixon line, but it helps. 
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Espey C. Jones, proprietor of the 
Boulder Herd of Hampshire breed- 
ing stock, hasn’t missed running 
aad in the Missouri Ruralist for 
4 years, but you still couldn’t say 
hat he is hogging the space. 


. VT 


dl pushing. 


, Tr 


“Railroad Traffic Still Grows!” 
xclaims Simmons-Boardman, and 
tyou don’t believe it, take a look 
ome time at four people sliding 
nto a single roomette with the aid 


tia shoe horn. 
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on be announced as 
bdy’s Doing It.” 
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‘National Fishermen’s 


tion. 
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‘There is only one rule about 
maics: don’t laugh at them,” says 


'.W. M. Marston. 


That’s easy—most of them are 


“~ laughing matter. 


Along with the good news that 
hoebe Snow is back in harness 
x Lackawanna after a rest of 18 
urs should be some up-to-date 
formation on whether John is 


Another manufacturer has just 
amnmounced plans for entering the 
me heating field after the war, 
td the industry theme song will 
“Every- 


Week” 
vill be celebrated by the sporting 
Neds trade April 29-May 6, and 
kthaps it should be presented as 
" aqueous Victory Garden pro- 


‘Radio in Print 
Technique Rings 
Bell for Wheaties 


Cartoon Ads Sold 
to Retailers as 


Traffic Builders 


Minneapolis, April 12.—‘How to 
turn adversity into advertising” 
might be an appropriate title for a 
piece about the current Wheaties 
newspaper and magazine cartoon 
series. 

Born of the necessity to find a 
substitute for the baseball broad- 
casts which played so large a part 
in skyrocketing the General Mills 
cereal to a dominating place in its 
field, the cartoon series has snow- 
balled so that it has developed into 
the backbone of Wheaties promo- 
tion, with new angles and new 
ideas being promulgated con- 


apathetic world under the Wash- 
burn-Crosby banner, and in a none 
too appetizing green dress, in 1922, 
but it was not until shortly after 
Washburn-Crosby and Wheaties 
came into the General Mills fam- 
ily, about 15 years ago, that they 
began to move into the upper 
brackets of prepared cereals. 

One major factor in this move 
was the re-introduction of aggres- 
sive over-the-counter premium 
operations, coupled with strong 
athletic tie-ups and skillful adver- 
tising and merchandising. Along 
in the fall of 1933, they bounced 
up several steps further, with the 
introduction of the “Breakfast of 
Champions” theme. 


How Champ Was Born 


Legend has it that Mike Kelly, 
owner of the Minneapolis baseball 
club, and a friend of all the base- 
ball-frantic General Mills officials, 
called Sam Gale, GM advertising 
manager, one day, and reported 
that one of his long-time outfield 
fence advertisers had given up the 
ghost, or at least the fence, and 
would General Mills like to buy 
the space? Mr. Gale opined that 
it might, and called the late Knox 
Reeves, then handling General 
Mills advertising at the McCord 
agency, for a suggestion. Although 
Blackett - Sample - Hummert was 
then handling Wheaties advertis- 
ing, Mr. Gale suggested to Mr. 
Reeves that it might be a good 
idea to feature Wheaties on the 
ball field fence, and Mr. Reeves 
roughed out a sign which described 
Wheaties as the “breakfast of 
champions.” 

In this casual manner the slogan 
was born, and it might be said 
that as a result the entire promo- 


(Continued on Page 62) 


Sticking to Facts 


See ‘The Creative 
Man's Corner,’ Page 37. 
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INTEGRATION—In magazine advertis- 

ing, one or more Wheaties cartoons are 

frequently integrated into more con- 
ventional approaches. 


AFA Calls Off 
Annual Meeting 


New York, April 12.—The 40th 
annual meeting of the Advertis- 


June 4-7, has been indefinitely 
postponed because of the wartime 
travel situation. 
Decision of the AFA _ board, 
made in New York today, said Joe 
M. Dawson, president, is based on 
its desire to cooperate with the 
Office of Defense Transportation 
“in order that the travel facilities 
we would require may be made 
available to meet war needs. This 
action will not affect our war ad- 
vertising activities. We are urging 
all our affiliated advertising clubs 
throughout the U. S. to continue 
their efforts to promote advertis- 
ing for war supporting activities.” 
This will be the first year that 
the AFA has not held an annual 
convention since it first met, as 
the Associated Advertising Clubs 
of America, in Chicago in 1905. 


PUAA DECIDING PLANS 


Chicago, April 13.—Officers of 
the Public Utilities Advertising 
Association are checking on the 
advisability of going through with 
or modifying plans for their an- 
nual meeting here in June, in view 
of cancellation of the AFA ses- 
sion. 

The PUAA had planned to hold 
the meeting June 6-8 at the 
Palmer House here. Upon learn- 


New Formula for 
Ad Costs Planned 
in Renegotiations 


Relationship to 
_ Prewar Expenditures 
Would Be Big Factor 


Washington, D. C., April 13.— 
A new joint statement manual on 
cost allowances in the renegotia- 
tion of fixed price war contracts 
being prepared by officials of the 
War Price Adjustment Boards 


Inserted to appease Congres- 
sional critics, the formula now 
under consideration would reduce 
the sums credited for advertising 
in renegotiation by limiting war 
contractors, except under special 
circumstances, to claims which 
bear a relation to their prewar 
activity. 

If adopted, the formula could 
easily prove to be the most im- 
portant action yet taken by a war 
agency in respect to advertising, 
for it would adversely affect many 
of the small industrial firms that 
have recently expanded their ad- 
vertising . campaigns to include 
national media. 


Breaks with Historic Policy 


Already reported to be in the 
final stages of preparation, the 
formula breaks from the historic 
policy of the Price Adjustment 
Boards, which have allowed any 
advertising acceptable as a tax 
deduction. Instead, the new plan 
calls for a detailed definition of 
allowable advertising, and leaves 
adjustment officers greater respon- 
sibility in accepting or rejecting 
individual claims. 

Adoption of such a rule repre- 
sents a complete change in the at- 
titude of the adjustment boards 


(Continued on Page 61) 
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Denny Jr., president of Town Hall, 


tiations are currently under way with interested parties. 
versial forum, presided over by Mr. Denny as founder and moderator 
on each broadcast, will adhere to its established pattern under commer- 
cial sponsorship, with Town Hall and the Blue Network continuing to 
select the speakers and subjects to be presented on each program. 


Last Minute News Flashes 


‘Town Meeting’ Offered for Sponsorship on Blue 
New York, April 14.—‘America’s Town Meeting of the Air,” pre- 

sented jointly by Town Hall, Inc., 

1935, as a public service, is for sale through the network, George V. 


and the Blue Network since May, 


told ApvERTISING AGE today. Nego- 
The contro- 


Maine Launches New Potato Campaign in Dailies 


Says Post Exchanges Won't 
Upset Postwar Selling 


Army Service Will 
Continue; Goods 
Won't Be ‘Dumped’ 


BY LAWRENCE M. HUGHES 


New York, April 13.—The Army 
post exchange system “can 
folded suddenly without dislocat- 
ing the retail market,” Post Ex- 
change, New York, will point out 
in a 36-page booklet, “Merchan- 
dising for Morale,’ which will be 
issued soon to PX’s throughout the 
world. 

The booklet is the first detailed 
report of operations and policies 
of the PX’s, the retail business 
of which is estimated to have 
grown in less than three years to 
an annual basis of nearly $2,000,- 
000,000. 


Although some individual 


may inclyde important modifica- 
tag stantly. — f ing Federation of America, sched-|tions designed to cut down on al- arr ; edt have He or pa 
Mrs. Dorothea Cornwell, of| Wheaties made their bow to an|uled for Hotel Sherman, Chicago, |lowances for advertising. es, including mobile units, 


and annual volumes of $20,000,000, 
the booklet points out that plans 
are being made so that “when the 
need for any part of the PX struc- 
ture ceases, that part can be dis- 
solved without repercussion. 


Some to Continue 


“There have always been ex- 
changes at permanent points. These 
will continue on a_ business-as- 
usual basis. Others more recently 
developed may have their opera- 
tions adjusted when, as and if the 
exigencies of the war’s progress 
require. Since inventories are 
carefully controlled, any PX can 
make short work of adjusting its 
stocks to varying troop strength— 
a characteristic problem ever 
present in exchange operation. 

“As contingency reserves have 
been created at Army Exchange 
Service headquarters as well as by 
individual exchanges, there will be 
no repercussions either upon the 
economy of the AES or the civilian 
market when an exchange com- 
pletely liquidates. Nor will goods 
be dumped on the market for the 
enrichment of unscrupulous spec- 
ulators.” 

The over-all personnel of the 
armed services now numbers per- 
haps 10,000,000. Since the AES 
was formed as a separate War De- 
partment agency on June 6, 1941, 
the size of the Army has grown 
from about 1,000,000 to 7,700,000 
men. The Navy, Marine Corps 
and Coast Guard—which operate 
their PX equivalent as ship serv- 
ice stores and canteens—have at 
least 2,000,000 men. Although the 
Army is approaching peak strength, 
the Navy and related services 
must have 300,000 more men by 
July 1. 


Foreign PX’s Increase 


In addition to replacements for 
nearly 1,000,000 men now being 
released annually from the armed 
forces, the probable increase in 
casualties with the invasion of 
western Europe and the home 
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vie. “Me Other features: Augusta, Me., April 14—The state of Maine is launching a cam- pm Miele Mg” peony Bi . 
Homer McKee’s ten command- Adtilh ta the hewn’ Te paign for Maine potatoes in 88 newspapers east of the Mississippi,| the armed services—and custom- 
vents for advertising ; start out Ad-libbin lianas 9008........ 2B through Brooke, Smith, French & Dorrance, New York, to support the| ers into the PX’s. . 
Se now what you're ne Chain ioe i a . = War Food Administration’s “No Point, Low Point” promotion program.| With 4,000,000 soldiers now 
Lave ‘a . ee eee Cite dhe '” 47| In cooperation with WFA, Maine also has sent proofs of three ads on wg oe + Fagg wager 
bere, in: Editorials . | 4g | Potatoes to 198 daily newspapers for local sponsorship. and decaitina while ‘he ~ ake 
s ca ‘ . foreign PX’s has expanded. Some 
information for Advertisers... 12|9Un Oil Releases Dual-Purpose Copy for cuseagin. have siecel, Seam 
slider the new and ambitious|j, Washington .................... 20| Philadelphia, April 14—Sun Oil Company has launched a spring| fT PR ae eave cee. Some gies 
sof the Department of Com-| pi tographic Review .............. 65| advertising campaign for Sunoco car-saving service in 325 newspapers irae Seahiies pot mg ig a li 
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built by the Army are being turned 
over to the Navy and others for 
use as convalescent hospitals or by 
the Veterans Administration. 

Wherever military installations 
continue, however, the PX goes on. 
The Army expects that reduction 
in the number of such installations 
will be gradual. “When hostilities 
cease,” the booklet says, “our 
troops will occupy defeated Axis 
countries for an indefinite period. 
With them will go the PX’s—rep- 
od resentatives of American products 
and American business methods. 
These stores can be important fac- 
tors in establishing good will for 
us and increasing the breadth of 
our markets. 
be a vital necessity in keeping 
soldier morale high when peace 
comes and impatient fighting men 
are consumed with the desire to 
return home.” 


. Many Get Training 


Up to March 1, 1944, about 2,500 
officers—nearly all of whom have 
had civilian chain store or depart- 
ment store experience—had been 
graduated from the Army Ex- 
change School at Princeton, N. J. 
They are now managing PX’s| 
throughout the 48 states and at 


hundreds of posts and fronts from 
Iceland to India and Alaska to 
Australia. In addition, many of 
the 60,000 civilian employes of the 
exchanges have taken an Army 
Exchange Service course offered 
by New York University since last 
fall. Some PX’s now have as 
many as 1,000 civilian employes 
each. 

Although preparing for what- 
ever liquidation may be necessary, 
the Army has organized the Ex- 
change Service as a permanent 
factor in morale, and in merchan- 
dising. Lt. Gen. Brehon B. Somer- 
vell, commanding general of the 


Certainly, they will | 


Army Service Forces, has said that 
“the Army can never get along 
| without the PX.” 

| Many civilian retailers continue 
| to regard the PX’s with forebod- 
ling. They point out that the PX’s 
lin less than three years have 
gained greater volume than has 
the largest civilian retail chain 
(A&P) in 85 years. While civilian 
retailers in many fields have been 
forced to close and others face 
business declines with growing 
shortages of merchandise, they 
say, the PX’s may go on expand- 
ing for years. 

| Other grievances are:. The PX’s 


carry a wide variety of merchan- 
dise in competition with as many 
different kinds of private busi- 
nesses. They serve not only mil- 
lions in uniform but, through 
them, millions of civilians as well. 
They provide these millions not 
only with personal convenience 
items but with home-and-family 
merchandise and luxuries, some of 
which no longer are available at 
civilian stores. They sell at prices 
intended to average less than those 
of nearby civilian stores. They 
mark the entrance of the federal 
government into retailing and dis- 
tribution on a thorough, extensive 
and permanent basis. They are 
government-sponsored and super- 
|vised “consumer cooperatives.” 
They require no sales and promo- 
tional enterprise and expense to 


attract customers. They pay no 
| taxes, take no risks, and require 
no profit in order to keep going 
and growing. And at war’s end, 
the PX’s may “dump.” 


Some Supplies Decline 


The Army Exchange Service, 
now headed by Col. Francis R. 
Kerr, has not answered all these 
objections. But since retailer com- 
plaints became widespread, about 


18 months ago, certain changes 
have been effected. 

The PX’s, some of which for- 
merly were said to carry as many 
as 6,000 items, no longer boast that 
they “sell practically everything 
that civilians can buy” (as well as 
things that civilians can’t buy). 
They no longer advertise nylon 
hose or electric refrigerators. Be- 
tween December, 1942, and April, 
1944, the total number of types of 
merchandise and equipment listed 
for PX’s in Post Exchange has 
declined from 185 to 167. Al- 
though the number of types under 
“restaurant, soda fountain, office 
and store equipment” was reduced 
in this period only from 54 to 52, 
the number of kinds of “merchan- 
dise for resale,” exclusive of food 
supplies, declined from 100 to 85. 


Novelties Rank High 


No longer listed, for example, 
are barometers, cameras, clocks, 
electric irons, golf clubs, house- 
hold furniture, phonographs and 
radios, and watches. Air condi- 
tioners and typewriters no longer 
are mentioned under “equipment.” 
The booklet says that “civilian 
employes of the Army are re- 
stricted to purchases of food, drink 
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about it in detail? 


particular product? 


“Business Publishers” has its 


has a Trade Counsellor Staff 


IINGENTERIIA 
NENAGH ONAN 


Qiu sTiila 


HE industrial development of Latin America has been 
well publicized in a general way, but what do you know 


What do you know about the potential possibilities of your 


own offices in Latin America, 


has been active in this field for 25 years, and for your service, 


whose function it is to advise 


you on your market and the best way to set up distribution. 


“Business Publishers” also has the most effective means of 


LATIN 


a 


INDUSTRIAL 


AMERICA 


establishing you in that market through INGENIERIA 
INTERNACIONAL INDUSTRIA. 


INGENIERIA INTERNACIONAL INDUSTRIA is pub- 
lished monthly, is the only publication in this field circulat- 


ing to paid subscribers. 


INGENIERIA INTERNACIONAL INDUSTRIA is the 
leader in its field, serving over 280 manufacturers, more than 
double that of any other export publication. 


Send for a copy of the new 


40 page market study, “Latin 


America’s Expanding Construction and Industrial 


Programs.” 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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and cigarets—enough to accommg 
date their needs for a working day 
—except when they are e: nployed 
in places isolated from Civilian 


shopping facilities.” A soldier 
however, still may “buy her ; 
trinket” at his PX. In fact, so} 


diers buy millions of dollars wort, 
of gifts and novelties at PX’s an 
nually. This department rank 
with tobacco, candy, food ind 39 
beer among the five biggest ; 
dollar volume. 

The AES operates no exchange 
but supervises all of them throug 
the commanding general of thi 
various service commands. Eag¢ 
PX operates according to pring 
ples laid down by the parent op 
ganization. The exchanges wer 
established “to supply the persop 
to whom sales are authorized , 
the lowest possible prices wit 
articles of necessity and conve 
nience not supplied by the govern 
ment” and to provide amusemen 
and welfare facilities from Py 
profit funds. Profits are limited 4 
between 5 and 742%. Exchange 
do their own buying, often fron 
concerns in their own areas. 


Like ‘Corner Drug Store’ 


Although large PX’s may hay 
grocery and meat markets, restay 
rants and gasoline filling station; 
operate bus lines and theaters, anj 
publish camp papers, the bookle# 
explains, “the PX usually loo 
like the corner drug store where 
you can go for a bar of soap, ¢ 
bottle of pop or a hamburger.” 

Soldiers also have had to “tightey) 
their belts” under rationing, the 
book points out — emphasizing 
Army regulations to the effec! 
that “domestic exchanges will no 
be entitled to preferential treat- 
ment over civilian enterprises ex 
cept for those items deemed essen- 
tial for soldier morale.’ These 
are defined as including confec- 
tions, soft drinks, ice cream, to- 
bacco products, essential toilet 
articles and equipment, cleaning 
kits and materials. 

Just as the Army Exchange 
Service has kept pace with the 
needs of an expanding service, the 
report concludes, so it can con- 
tract with equal efficiency when) 
the time arrives. 


Ed Wolff Sets Up 


Agency Partnership 


Ed Wolff, owner of Ed Wolff 
& Associates, Rochester, N. Y.,, 
agency, announced last week for- 
mation of a partnership including 
himself, Lawrence Sterling, Hen- 
rietta S. Feeser and Alfred G. 
Scheible. The agency, whose 
offices in the Taylor building were 
recently enlarged, will retain the 
same name, 

Mr. Wolff went to Rochester in 
1925 to help found the former 
Hughes-Wolff agency, leaving that 
company in May, 1935, to set up 
his own agency. Mr. Sterling and 
Mrs. Feeser were co-founders of 
the agency, which Mr. Scheible 
joined in 1939 as account execu- 
tive and copywriter. Other execu- 
tives are Raymond P. Weis, Law- 
rence E. Foster, Judith E. Brown 
and Caroline I. McCall. 
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Modern Industry 


LUNCH TABLE 


TOPICS 


Selected from April 15th, 


is thrown on some 26 “sore 
spots” subject to manage- 
ment control where reme- 
dial measures are to be 
taken are pretty obvious. 
» » Lack of planning fore- 
sight is emphasized as most 
important in the entire list. 


1944 Molded Laminates If you 
have been mentally-gym- 
nastic on the new products 
in durable goods which 


Middle Market Spread Seven- 
teen staff-editors who do their own 
field-research-in-person have per- 
formed a major collaboration, 
titled, “Postwar Changes in Peo- 
ple’s Buying,” on page 50 of Mod- 
ern Industry for April 15th, 1944. 


may result from war pro- 
duction know-how, you will be fasci- 
nated by this field-researched-in- 
person-by-the-editor article on an 
operation which never has been cov- 
ered before as Modern Industry cov- 
ers it in this story by Don Loomis, 
MI’s Materials Editor. » » Compre- 


hensively illustrated with MI’s 
famous story-telling pictures, com- 
plete with lists of parts now being 
made of molded laminates, telling 
what parts are postwar possibili- 
ties — who the leading fabricators 
are—and even the names of the 


resin producers, this article is an 
eye-opener. » » It’s on page 34 of 
Modern Industry for April 15th, 
1944. » » Molded laminates are 
ideal for production runs of large 
parts where tooling-up costs in 
metal would be prohibitive. » » 
Some “mold as easy as draping 


a wet handkerchief over a pie tin.” 


Sub-Zero Cold Industrially 
speaking, paralyzing cold is now 
a new energizer »,» To be “frozen 
stiff’, come the postwar period, 
may well become a strong sales 
point. » » Bill Blank, MI’s Techni- 
cal Editor presents a brief-text, 
photo-packed article on how “Sub- 
Zero Cold Wins New Production 
Jobs” on page 42 of Modern In- 
dustry for April 15th, 1944. » » 
Just a few specifics from the field- 
researched -in-person-by-the-editor 
article. » » Hack saw blades, frozen 
for three hours at 120 degrees be- 
low, show 119% increase in service 
life. » » Life of high-speed tools is 
upped 30% to 100% by two to 
three hours’ exposure to minus 120 
degrees F. 


Switch to Sales® 


Because of important shifts in 

editorial emphasis and service 
to our readers*, Modern Industry 
changes the titles of two of its most 
important departments. 


Postwar Plans for 40-X Sales, to be 
edited by Stephen B. Booke, for- 
merly Associate Editor of Advertis- 
ing Age replaces our former Postwar 
Plans department. . . . Will aim at 
helping MI readers prepare for post- 
war sale and distribution of the in- 
creased volume of goods we will 
have the facilities to make. 


Beginning also with the April 15th, 
1944 issue, More Output at Lower 
Costs supercedes ‘‘More Ourput’’ 
for the reason that cost of produc- 
tion becomes increasingly important 
as the ‘‘damn-the-cost-go-ahead”’ 
philosophy starts to wane. 


*50,000 management men in 31,500 
of the nation's most important manu- 
facturing plants. 


» » Because of new experiences 


that war has brought to countless 
millions: increased incomes, 
changed routines, broadened hori- 
zons, the war has acted as an 
enormous leveler of consumption. 
» » There could well be propor- 
tionally bigger markets for prod- 
ucts in the medium-quality, 
medium-price range, and propor- 
tionally smaller sales at the two 
extremes. » » The use of the word 
“synthetic” in the postwar era is 
going to mean “improved” to mil- 
lions. » » Recapping tires, as nat- 
ural as resoling shoes, is another 
war-established habit that will 
stick. » » Some of the popularity 
of large size packages, war-stimu- 
lated by container shortages, is due 
to remain. » » The urgent message 


in this round-up article is—plan be- 
yond the period of postwar replace- 
ment demand. » » Don't let distri- 
bution (postwar selling) have a 
Pearl Harbor! » » The real de- 
bunked story on Consumer Sav- 
ings is simply told in a full page 
chart on page 51. 


Checklist of Sore Spots Only 
war babies who know they are 
never going to grow up can leave 
their community relations to 
chance, reports Dan Maué, Mod- 
ern Industry’s Associate Editor in 
a field-researched article, “Making 
Your Plant a Good Neighbor” on 
page 46 of Modern Industry for 
April 15th, 1944. » » The spotlight 


HARWOOD F. MERRILL, Editor 


HIS JOB: Editor Merrill functions as 
chief planner, correlator and coordi- 
nator on this staff-written magazine 
where 17 staff-editors do their own 
field-research in person. He provides 
ideas, gives aid and counsel in select- 
ing the best angles of a timely subject 
to be presented with the best story- 
telling pictures. This properly is his 
main job since the responsibility for 
editorial content, its timeliness and 
accuracy fall squarely on our shoul- 
ders, whereas with magazines which 
Print ‘“‘contributed’’ material over 
by-lines, the author usually is re- 
sponsible for the facts and leanings 
of his own story. Necessarily, like 
the other members of his editorial 
staff, Editor Merrill spends a great 
Ceal of time in the field keeping his 
eyes and mind in tune with industry 
oa the move. 


Modern Industry 
= 


NICE FRESH FACTS... 
that’s what I like! 


IGHT you are. And 50,000 management 
men in the manufacturing industries* 

and their thousands of pass-a-long bene- 
ficiaries like their facts nice and fresh, too. 


Thirty-nine issues of Modern Industry have 
won this influential audience of fact-likers 
who relish verified material and prefer it 
for their Guidance, Adoption and Decision. 


Now—stripping down to bare essentials, 
just what is a fact? 

Search Webster or Funk & Wagnalls and 
you will not find a clear cut definition. 
However, Winston's Simplified Dictionary 
(Advance Edition 1930) says, “FACT—a 
statement certainly and strictly true.” 
And—that’s the literal sense in which Mod- 
ern Industry employs “facts” editorially! 


Modern Industry editors (17 of them) do 
their field-research in person. When staff- 
written articles are then prepared, anywhere 
from three to fifteen manuscripts are sub- 
mitted to firms and plants visited in the 


*31,500 of the most important plants producing 89% 
of the manufacturing volume. 


course of their field-travelling, and also to 
acknowledged authorities who check the 
accuracy of facts, figures and interpretation. 


This sound journalistic policy of verifica- 
tion before publication, establishes a repu- 
tation for reliability. Executive acceptance 
of the accuracy of Modern Industry’s factual 
reporting, is an important basis for proven 
reader-responsiveness to our unusual pic- 
torial industrial journalism, And the Mod- 
ern Industry audience, conditioned by 
unusual editorial to be responsive, is also 
responsive to the advertising message, as 
many of our advertisers report. 


Common Understanding Opens All Doors 


Industry’s on the move. There never has 
Leen a time when so much is going on that 
inevitably will give form to 40-X. In- 
dustry’s financial and production men are 
showing marketing and sales interest. 
Sales-minded men are broadening their 
views of production. And Modern Industry 
provides the common meeting ground. 


As a result of our unique editorial ap- 
proach (in practice for 39 issues), here's 
what you get. You receive field-researched 
reports, condensed in non-technical, every- 
day English (facts and figures triple- 
checked for accuracy), fortified with story- 
telling pictures and charts. From this “inter- 
pretive journalism”, you absorb maximum 
information in minimum time. And you 
find enjoyment in your essential reading. 


Let’s see what the April 15th issue 
has for the sales-minded 
] Postwar Changes in People’s Buying 
C—) Molded Laminates, Strong as Metal 
-] Making Your Plant a Good Neighbor 
C) What’s Ahead for Small Business? 
ON REQUEST: We still can furnish you 
with a reprint of the Modern Industry 
Postwar Population Map showing “areas 
of influence” of 137 metropolitan centers. 


Modern Industry 
The Staff-written Magasine of Interpretive Journalian 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive »* CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South 16th Street 


SAN FRANCISCO 4: 68 Post Street + 


ATLANTA 3: 1722 Rhodes-Haverty Building + 


LOS ANGELES 14: 403 West 8th Street 
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Gamble Succeeds 
Benson as Head 
of Four A's 


New York, April 12.—Frederic 
R. Gamble, 
secretary and for the last four 
years managing director of the 
American Association of Advertis- 
ing Agencies, 
has beep elect- 
ed president, it 
was announced 
last night at a 
closed meeting 
of the group 
in the Waldorf- 
Astoria. 

Mr. Gamble, 
who came _ to 
the Four A’s in 
1929 from Cur- 
tis Publishing 
Company, suc- 
ceeds John Benson, who retires as 
president after more than 16 years 
of service in that office, having as- 


F. R. Gamble 


formerly executive | 


sumed the post in 1927 after more 
than 20 years in the agency busi- 
ness in Chicago. Mr. Benson re- 
cently was elected chairman of 
the Committee on Consumer Rela- 
tions in Advertising and will con- 
tinue in that capacity. 

Allen L. Billingsley, president, 
Fuller & Smith & Ross, Cleveland, 
was reelected chairman of the 
board for a third term. He is also 
president of the Cleveland Better 
Business Bureau and a director of 
National Outdoor Advertising Bu- 
reau. 

Richard Compton, president, 
Compton Advertising, New York, 
was elected vice-chairman, and 
John L. Anderson, _ secretary- 
treasurer of McCann-Erickson, 
New York, was reelected secre- 
tary-treasurer. 


Directors Named 


Directors at large were named 
as follows: Sigurd S. Larmon, 
president, Young & Rubicam, 
New York; Guy C. Smith, execu- 
tive vice-president, Brooke, Smith, 
French & Dorrance, Detroit; 
Henry M. Stevens, executive vice- 
president, J. Walter Thompson 
Company, New York; J. C. Cor- 
nelius, executive vice-president, 


a 


Batten, Barton, Durstine & Os- 
born, Minneapolis; J. F. Ober- 
winder, vice-president, D’Arcy 
Advertising Company, St. Louis; 
William Reydel, partner, Newell- 
Emmett Company, New York; 
Emerson Foote, president, Foote, 
Cone & Belding, New York; Philip 
W. Lennen, president, Lennen & 
Mitchell, New York; Fletcher D. 
Richards, president and general 
manager, Campbell-Ewald Com- 
pany, New York. 

Regional council officers elected 
were: 

New York Council — Sherman 
K. Ellis, Sherman K. Ellis & Co., 
chairman; Robert E. Lusk of Ped- 
lar, Ryan & Lusk, vice-chairman; 
and H. B. LeQuatte, H. B. Le- 
Quatte, Inc., secretary-treasurer. 

New England Council—Kenneth 
R. Sutherland, Sutherland-Abbott, 
Boston, chairman; Harold Bugbee 
of Walter B. Snow & Staff, Bos- 
ton, vice-chairman; and Donald 
D. Douglass of Harold Cabot & 
Co., Boston, secretary-treasurer. 


Other Council Officers 


Atlantic Council—Lee E. Hood, 
Richard A. Foley Advertising 
Agency, Philadelphia, chairman; 
Harry A. Medholdt, Aitkin-Kynett 


Habit is contributing to victory in a dozen different ways. 
For instance, the dexterity of this worker on an assembly line is the result 
of doing the same thing, in the same way, thousands of times. 


The manner in which the people of Southern 
New England listen to WTIC is an example of 
another powerful habit. For more than 19 years, 
WTIC has brought to these people the best 


radio programs available. As a 


enjoys an audience loyalty unsurpassed by any 


Station in the area. 


Because more people in Southern New 


result, WTIC 


England rely upon WTIC, and because these 
people possess a buying income at least 60% 
in excess of the national average, WTIC is the 
logical medium for creating sales response in 
the Southern New England market. 


You'll find it profitable to put part of your 


appropriation to work on WTIC. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE Aatet OF LISTENING TO WTIC 


em 


John Benson 


Company, Philadelphia, vice- 
chairman; and Wesley M. Ecoff, 
Ecoff & James, Philadelphia, sec- 
retary-treasurer. 

Central Council — Melvin R. 
Brorby, Needham, Louis & Bror- 
by, Chicago, chairman; Fairfax 
M. Cone, Foote, Cone & Belding, 
Chicago, vice-chairman; and De 
Witt O’Kieffe, Leo Burnett Com- 
pany, Chicago, secretary-treas- 
urer. 

Pacific Council—Joseph R. Ger- 
ber, Joseph R. Gerber Company, 
Portland, Ore., chairman; Terrell 
T. McCarty, McCarty Company, 
Los Angeles, vice-chairman; and 
Warren E. Kraft, Erwin, Wasey & 
Co., Seattle, secretary-treasurer. 


To Gather Specialists 


Mr. Gamble told ADVERTISING 
AGE today that no plans have been 
made for choosing his successor 
as executive secretary. 

Generally, he said, the associa- 
tion will continue to function 
along present lines. A policy of 
appointing specialists at Four A’s 
headquarters to handle specific 
types of agency problems, Mr. 
Gamble explained, will be ex- 
panded. In recent years specialists 
have been named for media, rela- 
tions to suppliers, taxes and 
agency fiscal problems. Others 
probably will be added. A staff 
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of perhaps six of them, workin 
under Mr. Gamble’s direction and 
supervision of Four A’s officers 
and committee chairmen, he said, 
would be able to tackle quickly 
whatever problems arise. 

In addition to his other duties, 
Mr. Gamble has “specialized” jn 
the last two years on work with 
the War Advertising Council, 
Similarly, Mr. Benson has “spe. 
cialized” in legislation and con- 
sumer relations. 


Benson Cites Problems 
In a farewell address at the 


meeting, Mr. Benson pointed out © 


that “the esteem for advertising 
by government brought about by 
its war service in the past two 
years has left an indelible mark 
on the powers that be, I believe, 
of immeasurable value to the fu- 
ture of advertising. 

“This is a bright spot in a mixed 
situation of less hostility to adver. 
tising. . As far as consumers 
are concerned, non-academic crit- 


icism of advertising has narrowed | 
down to two specific issues; name- © 


ly, the artificial nonsense’ still 
employed in some consumer ap- 
peal and its lack of needed prod- 
uct information. 

“In both respects there has been 
a marked improvement. Studies 
made by the Consumer Commit- 
tee clearly indicate it. . . The 
showing is better than even ad- 
vertising men themselves would 
think.” 

This work, Mr. Benson explain- 
ed, “is now being expanded. Its 
findings will be used to show 
teachers and consumer leaders the 
progress being made and to keep 
backward industries informed of 
what their progressive competi- 
tors are doing. There will be no 
criticism offered; merely informa- 
tion.” 


Hadley in New Post 

Fred L. Hadley has resigned as 
eastern manager of the Industrial 
Publishing Company, Cleveland, 
O., to join the advertising staff of 
Popular Publications, New York. 
He will be located in the com- 
pany’s Chicago office at 333 N. 
Michigan Ave. 
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MOST CONCENTRATED MARKET 


Can be sold most easily and most economically through 
The Bayonne Times. Although it is located within the 
shadow of metropolitan New York, this is a market you 
can’t sell through the big city’s newspapers. 


Bayonne’s more than 17,000 families buy nearly 15,000 
copies of The Bayonne Times every day. That makes 
for coverage and market influence that can’t be produced 
by any other means. Such concentrated circulation in a 
market humming with the war activities of sixty diversi- 


fied industries means sales results at remarkably low cost. 


Bayonne is definitely a buy! 


Have our representatives give you 
the complete details of our story. 


CANNOT BE SOLD FROM THE OUTSIDE 


THE BAYONNE TIMES 


14,605 A.B.C. DAILY CIRCULATION * + + 92° HOME DELIVERED 
National Representatives, BOGNER & MARTIN = 


295 Madison Ave., New York * 


540 N. Michigan Ave., Chicago 
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Rolling your own is always an admirable 
trait... but drilling for oil when there’s a 
gas station across the street is a little extreme. 
That’s Freddie, carried away by an idea! 

The original idea was fuel oil for the 
JSurnace and some gas for the car. However, 
Freddie became so fascinated with the drilling 
operation, he’s virtually in the oil business— 
in an exceedingly amateur, uneconomic and 
uncomfortable way. 


There are some advertisers not unlike 
our Freddie. The techniques of attracting 
people engage their interests and energies 
to the extent that moving merchandise at 
a profit may be overlooked. 

Production and distribution these days 
have enough hazards for any business, any 
business man. Advertising that adds extra 
hazards can be a headache rather than a 
help. Riding with the established vehicles 
of public attraction carries less risk and 


Maybe Freddie carries free enterprise 


a little TOO FAR... 


more profit potential than rolling your own. 

No advertiser, for instance, can afford 
to create and maintain a Sunday comics 
section. No advertiser can create or afford 
any attraction on a par with the best 
Sunday comics sections. 


Mierropourran Group has made the 
Sunday comics a truly national medium 
... combines the circulations of forty-one 
leading Sunday newspapers and delivers 
15,000,000 families in a single unit... 
with the highest assurance of advertising 
reception of any medium. 

Three out of four adults—and virtually 
all the children—follow the Sunday comics, 
at home, regularly and habitually every 
Sunday, from infancy to senility. 

People have all day Sunday to read the 
comics, with no compulsory fixed period, 
no competitive time attraction. 

Metropolitan Group’s circulation is 
better concentrated in better markets than 


any program audience, any other type of 
circulation — and concentrated heavily 
enough to make advertising effective. 

The advertiser in Metropolitan Group 
comics sections has no program problem, 
no program costs. The publishers pick the 
comics to sell the papers, hold whole family 
readership. The poorest read comic usually 
surpasses even the best listener ratings. 
The advertiser rides on the gravy train. 

Half of the whole national market is 
available in this one medium—with four 
colors, a big space unit, low cost; one order, 
one piece of copy, one bill. And you may 
be able to take the headaches out of your 
advertising and put more action in—by 
learning more about Metropolitan Group 
now. Call any office! 


iF 


The first national newspaper network... Mi etropolitan Grou p 


Comics Section Advertising in: Baltimore Sun « Boston Globe « Chicago Tribune + Cleveland Plain Dealer + Detroit News * New York News 
Philadelphia Inquirer -¢ Pittsburgh Press + St. LouisGlobe-Democrat « Washington Star « Des Moines Register * Milwaukee Journa oa 
Minneapolis Tribune « St. Paul Pion¢er Press * ALTERNATES: Boston Herald + Detroit Free Press « New York Herald Tribune « St. Louis Post-Dispatch — & 
Washington Post « optTionaL: Buffalo Courier-Express « Cincinnati Enquirer « Columbus Dispatch « Dallas News « New Orleans Times-Picayune-States ar 
Omaha World-Herald «+ Providence Journal * Rochester Democrat & Chronicle « San Antonio Express « Springfield Union & Republican 
Syracuse Post-Standard « METRO PAciFIC: Fresno Bee « Long Beach Press-Telegram + Los Angeles Times ¢ Oakland Tribune « Oregon Journal 
Sacramento Bee «+ San Diego Union «+ San Francisco Chronicle « Seattle Times « Spokane Spokesman-Review * Tacoma News Tribune 


220 E. 42d St., New York 17 + Tribune Tower, Chicago 11 + New Center Bldg., Detroit 2 + 155 Montgomery St., San Francisco 4 
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Navy Modifies Ban 
on Picture Uses 


in Advertising 


Washington, D. C., April 13.—A 
regulation which prevented the 
reproduction of pictures of heroes 
of World War II in advertising 
was modified by the Navy today 
to permit the use of the illustra- 
tive material with consent of the 
individual and of the Navy’s Office 
of Public Relations. 

When the war got under way, 
the Navy ruled against the use of 
pictures bf Navy heroes, living or 
dead, for purposes other than 
news, magazine articles and factual 
information. Other uses were 
“considered contrary to the best 
tradition of the U. S. Navy.” 

The amended regulation omits 
all reference to the treatment of 
heroes, and drops the assertion 
that pictures used for non-news 
purposes are “contrary to the best 
tradition.” 

Instead, the regulation says that 
“names and pictures of Naval per- 
sonnel shall not be used for adver- 


tising purposes without first ob- 
taining the permission of the man 
in question and without submis- 
sion of the advertisement in com- 
pleted form to the Office of Public 
Relations for review and approval 
prior to publication.” 

The regulations continue to re- 
quire that the action dramatized 
in the advertising may not in any 
way reflect discredit on the Navy. 
nor in any way imply the products 
advertised are endorsed by the 
Navy to the exclusion of other 
products. 

Testimonials by Navy personnel 
are not banned per se, but the 
person giving the testimonial can- 
not be specifically identified, by 
the use of name, initials or rank, 
other than such an expression as 
“says a Navy captain.” 

In preparing advertising con- 
taining testimonials from Navy 
personnel, special care should be 
taken to make clear that the views 
are those of the individual and 
not of the Navy department. The 
Navy has no objection to the re- 
production of uniforms or insignia, 
provided the dignity of the insignia 
and the uniform is not compro- 
mised. 


Treasury and Ad 
Council Schedule 
New York Meeting 


Washington, D. C., April 13.— 
The whys and wherefores of war- 
time finance will be explained to 
a group of leading advertising men 
at the Hotel Biltmore in New 
York April 21, when Ted R. Gam- 
ble, national director of the war 


WPB Asks Spurt 
in Paper Salvage 
for Military Needs 


Washington, D. C., April 13.— 
While admitting that paper sal- 


savings division and other treasury 
officials appear to explain the fac- 
tors involved in financing the most 


costly war in history. 


Arranged by the Treasury and 
the War Advertising Council, the 
meeting is intended to give adver- 
tising men an insight into the steps 
that have been taken to raise 
money for the war effort, and the 
measures that will-be required in 


the future. 


While the meeting is described 
primarily as an educational tour 
»}ers and wrapping papers, products 


“behind the scenes in war finance, 


officials also expect to give detailed 
of the advertising 
and promotional plans for the 5th 


explanations 


War Loan drive. 


vage collection efforts during the 
first quarter of 1944 had fallen 
below the 550,000 ton a month 
goal, WPB said today that the 
sights would have to be raised to 
666,000 tons a month to meet the 
increasing demand for paper for 
military purposes. 

With all branches of the pub- 
lishing and printing industry sta- 
bilized at 75% of their 1942 paper 
usage, WPB warned that the ef- 
fects of the pulpwood shortage 
will soon cause unusual hardship 
among the users of paper contain- 


which require a high content of 
virgin pulp. 

Severe restrictions have already 
been imposed on the use of paper- 
board containers, and a far- 
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reaching publicity campaign has 
been conducted in the trade and 
business press, and through trade 
associations, to encourage re-use 
of available containers. 

Particular pinch will be felt by 
users of store bags and wrapping 
papers, for second quarter pulp 
allocations will permit only one- 
third the normal production of 
these items. 


Situation More Serious 


WPB said the situation has 
grown more serious since the first 
of the year, when it was hoped 
that half the normal amount of 
wrapping papers would be pro- 
duced. 

Officials reported that paper sal- 
vage efforts have fallen behind 
schedule, despite the aggressive 


uf 
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efforts of newspapers, radio sta. 
tions and civic groups. In Jany- 
ary and February collections were 
below the goal of 550,000 tons per 
month, and inventories at the eng 
of the first quarter were only 
slightly above the dangerously 
low 248,000 tons with which the 
year began. 

Improvement in the paper sal- 
vage situation would greatly »en- 
efit users of paperboard coniain- 
ers, WPB said, but there was little 
hope for any improvement in the 
wrapping paper situation, for vir- 
gin pulp, now considered onc of 
the most critical of war items, js 
essential for that type of product, 


Inventories Are Off 


Inventories of raw materials for 
the production of paperboard 
containers were down to 250,000 
tons at the beginning of the year, 
Harold Boeschenstein, director of 
the forest products branch, point- 
ed out. While production of con- 


tainers is running at the same rate | 


as last year, demand for paper- 
board containers has increased. 


Mr. Boeschenstein also said that 
the shortage of manpower in the 


woods had created a critical short- 
age of lumber from which to build 
wooden shipping containers. As 
for other types of containers, he 
reported: 

Metal: Steel is available but 
military demands for flat strips 
and sheets occupy most of the 


available rolling capacity of the 


mills. 

Glass: Labor shortage and scar- 
city of outer shipping containers 
is the stumbling block.- Nearly 
2,000,000 more glass containers 
will be made in 1944 than in 1943, 
and the industry is currently 25% 
oversold. 

Textile bags: Industry is 30 to 
60 days behind in deliveries be- 
cause of the manpower shortage. 

Fiber drums: Production may 
reach 16,000,000 compared with 
6,000,000 in 1942. They are used 
to ship food, chemicals, etc. 
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It’s the LOCAL BOYS who make good 


... the SPORTS pages of the Newark Evening News... 
magic word in America's 11th market... it's the place 
they look to FIRST for the PERSONAL news close to HOME... 
... where Gunder Haag runs neck-and-neck with George Davis, 
high school miler from Hillside. 
This is the whole panorama of sports .. . right 


Newark New Jersey 


down to the SIXTH EDITION FINAL... another reason why 
the Newark News, with the LOCAL slant in metropolitan scope 
... is one of America's most influential advertising media 


NEWARK EVENING NEWS 


* 


age of 
coverage plus. 


Pearl Harbor. 
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The Audit Bureau of Circulations rates 
South Bend and Mishawaka as a single 
city zone. The South Bend Tribune has a 
circulation in these two cities of 46,785 
—or a a A 121 percent cover- 

omes in both. This is complete 


= The Soulh Pend Tribune’ , 


STORY, BROOKS & FINLEY, INC. National Representatives 


IN TWO 


(One Daily Newspaper in 
South Bend and Mishawaka) 


INDIANA 


The Tribune — the only daily newspaper in St. Joseph 
County — dominates the entire area. The total circula- 
tion is more than 80,000. This is the largest in North- 
ern Indiana and Southern Michigan — the largest of any 
paper between Indianapolis and Grand Rapids. 


The Tribune’s home county —St. Joseph — has more 
than made its quota in War Bonds every month since 
is inspiring record is signal proof 
that the war workers in South Bend and St. Joseph 
County have money. The fact is, more and more cash 
is going out to war workers every pay day—and much 
of this is being invested for future use. 


This is the outstanding reason why buyers of space 
are becoming much interested in this inviting market. 
It offers great possibilities for the post-war period. 
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From letter of I.L. Sutherland 
to Editor Shuttleworth 


Have you ever committed a bank robbery? 

Wait a moment...don’t be too sure. 

When the long arm of circumstantial evidence 
reaches out for you... be careful, not sure. 
Being sure didn’t help I. L. Sutherland and 
O. G. Mathis. 

Just as it would be to you, so it was to them... 
too fantastic, too unbelievable...it was some- 
thing to brush off with a laugh. 

Young men—Sutherland and Mathis—they 
got 50 and 30 years, respectively, for a crime 
they did not commit. 

Did not commit? Who was to call judge and 
jury wrong? Why should True Detective listen to 
just another story about the convict who cries 
his unproved innocence? 

For the simple reason that this magazine’s 
great social purpose is the furtherance of justice. 


True Detective focussed the white light of 
publicity on these innocent men, then organ- 
ized all the facts in legal form and placed them 
before the Parole Board. 

The result? Here it is in I. L. Sutherland’s 
own words: “‘...had it not been for True De- 
tective, O. G. Mathis and I would yet be in the 
Texas penitentiary serving sentences equivalent 
to life times for a crime of which we were wholly 
innocent.” eG 
To its hundreds of thousands of readers, True 
Detective and Master Detective prove that 
truth is more gripping than fiction; to the nation, 
these distinguished magazines have again and 
again proved their high social value. To the 
advertiser, these magazines in Macfadden Men’s 
Group offer a unique influence on an extraor- 
dinarily responsive audience. 


_ |WACFADDEN 
MIEN’s Groupe ee 


THE MEASURE OF ANY 


MAGAZINE'S WORTH 


IS ITS HOLD ON 


ITS READERS AND 


ITS VALUE TO SOCIETY 
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Porter to Talk 


Henry L. Porter, manager of 
sales promotion for the Standard 
Oil Company of Indiana, will dis- 
cuss the selection and training of 
postwar sales personnel at the 
April meeting of the Chicago 
Chapter, American Marketing As- 
sociation, April 18 at the Top of 
the Town Club. Mr. Porter heads 
the postwar planning committee of 
the National Society of Sales 
Training Executives. 
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Warner's to Spend 


$270,000 in Three 
Week Picture Plug 


New York, April 13.—Starting 
April 17 and running for three 
weeks preceding what it terms a 
“special preview opening” by 200 
exhibitors across the country on 


+|May 6, Warner Brothers will en- 


deavor to whet the appetites of 


< |movie-going America for its new- 


est film, “The Adventures of Mark 
Twain,” via radio and newspaper 
advertising to the tune of $270,- 
000, probably the greatest expen- 
diture by Warner’s for the short 
period involved. 

For about three weeks preced- 
ing the May 6 opening, some 100 
radio stations throughout the na- 
tion will broadcast a series of five 
15-minute transcriptions twice 
weekly, which will present special 
scripts dealing with incidents and 


facts taken from the life of Mark 
Twain that do not appear in the 
picture. 

According to Mort Blumenstock, 
eastern publicity and advertising 
director of Warner’s, this novel 
promotional twist was decided on 
instead of the usual method of 
giving actual highlights from the 
film, since it was felt that in many 
cases the latter type of promotion 
served in many cases to dull 
rather than sharpen the movie- 
goer’s anticipation of what the 
picture held in store. 


Oboler Writes Scripts 


Arch Oboler, prolific radio 
writer, prepared the scripts, while 
an all-radio cast, minus film 
names, portrays all parts. Musi- 
cal background is supplied by a 
40-piece orchestra. The humorous 
and dramatic 15-minute transcrip- 
tions will be embellished by one- 
minute spot announcements to be 
heard over another 200 stations. 
The expenditure in radio alone 
will total approximately $200,000. 

During the same period the 
company will utilize the radio 
pages of newspapers clear across 
the country as attention-callers to 


the radio promotion. These small 
space ads will cost about $10,000. 

Day before the opening of the 
film, which stars Frederic March 
and Alexis Smith, Warner’s wiltl 
break with large-space units in 
the same list of newspapers, and 
this is expected to take another 
$60,000. No special campaign has 
been evolved for magazines. 

Rounding out the hard-hitting 
promotion will be a tie-up with 
Feen-a-mint’s “Double or Noth- 
ing” program on April 21, heard 
over the Mutual network, which 
will devote its entire half-hour 
quiz show to questions and an- 
swers pertaining to the life of 
Mark Twain. Jesse Lasky, pro- 
ducer of the film, will be a guest 
on the broadcast. 

Blaine-Thompson Company is 
the agency. 


KSTP Issues Rate Card 


Station KSTP, Minneapolis-St. 
Paul, has issued rate card No. 33, 
effective April 15, making two 
changes in the 10 to 10:30 p. m. 
time period and in announcement 
rates on the Household Forum and 
Saturday Smorgasbord programs. 


OVER HERE and OVER THERE, 100 


se, 
ee ira “es 
ib Se 
b ee ia 
“ey a 
| 8 ‘ : S : = 
| aoe tna 
, ro) We 2 ———orenars 
¥ Beet) MODERN PLASTICS 
8 eee Oh 8 
4 
po fy a" 
{ a 4 i F ( 
Ks a Boned 3 8 + smaanan Gand © a Conn 
Lene | oe | 5 | 
eg 4 = . 4 
eal \ ——- 
4 - —# Ps 


MODERN PLASTICS KEEPS CONTACT 


The men of the plastics industry, now in the armed forces, will 
not be wondering what goes on in their absence . . . they'll 
know ... for they are being kept well informed! From each 
month’s issue, Modern Plastics lifts out the editorial contents — 
reproduces it in miniature book form — and mails it to those 
who some day will return to previously held positions in the 


indu 


stry. 


Right now reaction to this “Overseas Edition” can only be 
one of personal appreciation. The real value of this service, 
from both the readership and advertising viewpoint, will 
be demonstrated when these men once again pick up and 
carry on. 

It’s a safe bet that Modern Plastics will continue as their 
authority, for in their absence the remembrance chain will 
never have been broken. And it is also certain that these 
men through sustained readership confidence will attach an 


even greater importance to the messages presented on its 
advertising pages! 


Member of 
Audit Bureau 
of Circulation 
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MODERN PLASTICS 


The Meeting-Place of Plastic Minds! 


122 EAST 42nd STREET + NEW YORK,N.Y.. 
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NIIC Issues First 


Financial Report 


New York, April 13.—The Na. 
tional Industrial Information Com. 
mittee, sponsored by the Nationa) 
Association of Manufacturers, js. 
sued today, for 1943, the firs 
financial report in its ten years, 

From 6,231 contributors, re{unds 
etc., NIIC received in 1943 a total 
of $1,549,945. For press, radio 
motion picture, employe lite: ture 
and speakers at public gathe: ings, 
the committee spent $300,469: fo, 
activities directed at “opinion. 
molding groups,” such as educa. 
tors, farm leaders, clergymen, wo. 
men’s leaders, and for materia! for 
schools, $359,284, and for “activi. 
ties directed to stimulating man- 
agement’s interest in better public 
relations,” $100,891. 

Research and “message” devel. 
opment, the report said,  cogt 
$51,692. This work is intended ip 
part for a paid advertising cam. 
paign through Arthur Kudner, 
Inc., in newspapers, magazinés, 
radio and other media. The caf. 
paign, which had been scheduléé 
to start this month with an &.- 
penditure of about $650,000 for ¢ 
balance of 1944, again has beg, 
delayed for copy revisions. 

After expenditures totaling $1) 
037,838 in 1943, NIIC had a bél- 
ance of $512,107. 

Alfred P. Sloan Jr. of Genefal 
Motors is chairman of the NII 
board. In a_ preview of 194 
activities in the report, James §, 
Adams, Standard Brands, Ine, 
program chairman, said that nifie} 
regional offices will be established} 
to bring the program closer to the 
people. The proposed advertising } 
campaign on the attributes of the |) 
“free enterprise” system, he said, 
“cannot, in itself, do more than 
scratch the surface of public opifi- 
ion, but it will serve to ‘keynote’ 
and lend significance to the decen- 
tralized efforts upon which we will 
rely primarily for results.” 


Intensify Campaign 
to Recruit Wacs } 


An intensified campaign to re- 
cruit Wacs will be launched at af 
luncheon sponsored jointly by the 
Army and War Advertising Coun- 
cil, for advertiser, agency and 
media executives, at the Waldorf- 
Astoria, New York, April 18. 

Maj. Gen. Thomas A. Terry, 
Second Service Command; Col. 
Oveta Culp Hobby, director, Wo- 
men’s Army Corps, and T. S. Rep- 
plier, executive director of the [/ 
Council, will speak. A campaign } 


4) 


__— 


guide prepared by the Council 9’ 


with the OWI will be distributed at 
the meeting. John Sterling, This 
Week Magazine, head of the Coun- 
cil’s national sponsorship commit- 
tee, will be chairman. 


. . ’ 

ABC Admits ‘Rotaria 
Revista Rotaria, Chicago, has 
been admitted to membership in 
the Audit Bureau of Circulations, 
as the second Spanish-language 
paper in the export group to joiny 
that organization. 


If it’s 
A TEST 


you want... 
TAKE 


¥ 


NEW HAVEN 


The Register is rated* the 
Tth test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popula 
tion. 


*independent Survey of Providence Buiietin 
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* . I used to read religiously 
only Time and the Reader's Digest. 
T have now added The United States 
News to that." 


fC.¢ nway, Chairman 
Contine tal Can Company, Inc. 
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of things to come and the direction they 
will take are disclosed and made clear to 
the 200,000 subscribers to The United 
States News. ..An accurate knowledge 
of trends is, to the Management execu- 
tive, what a knowledge of currents is to 


Le ae ee 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English—clear, crisp, concise. 


Daniel W. Ashley 
lice President in charge of Advertising 


NEWs OF NATIONAL AFFAIRS—more than ver important in 


the periods that lie ahead 
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Sees Expanded 
Bank Ad Budgets 
in Postwar Era 


Chicago, April 13.— Expanded 
bank advertising budgets neces- 
sary to sell new and improved 
services to more customers in a 
highly competitive postwar mar- 
ket were predicted by William H. 
Neal, vice-president of the Wach- 
ovia Bank & Trust Company, 
Winston-Salem, N. C., in address- 
ing the Chicago Financial Adver- 
tisers Association here tonight. 

Some of these services, Mr. Neal 
said, would be equipment replace- 
ment loans; loans to purchase 
newly designed equipment; loans 
to develop new domestic and for- 
eign markets and to introduce 
new products; loans to purchase 
government-owned war plants or 
surplus materials; medium term 
all-purpose loans to_ industry; 
building construction loans; and 


loans to finance the purchase of 
airplanes. 

“And what special services are 
bank advertising men going to 
offer to the returning § service 
men?” he asked. “Many of them 
will want to set up a small busi- 
ness of their own, many will need 
special counsel and guidance in 
financial matters. Must they look 
solely to the government for aid 
or will our banks be alert and 
forward looking in seeing that 
special attention is given to these 
needs?” 


Keen Competition Seen 


Asserting that the bank adver- 
tising man “must have imagina- 
tion to see new needs and re- 
sourcefulness to devise new 
services to meet them,” Mr. Neal 
warned that banks will face keen 
competition after the war, what 
with “dozens of government lend- 
ing agencies preparing for the big 
rush of prospective buyers,” and 
with more agencies set up to meet 
reconversion situations, “many of 
them unnecessary and all of them 
competing with chartered banks.” 

“Because of the remarkable 
support banks have given the war 
effort,’ said Mr. Neal, “public 


Molders, fabricators, laminators, producers of raw 
materials—here’s an arm long enough and strong 
enough to reach the desks where authority sits. 
It’s an outstanding medium to reach right into your 
areas of greatest sales potential. 

This is PLASTICS—the magazine which con- 
tacts all the industries which are, or CAN use the 
many forms of plastics. 

Not on just one superior feature but on many, 
does this publication open a cleared channel to 
the men who influence buying. Through lay-tech- 
nical articles—through a complete section of natu- 
ral color photography reproduced in full color— 
through vital Plastic Property graphs, this maga- 


CIRCULATION—100% EXECUTIVES 


The circulation of PLASTICS is limited to 14,000 key men, 
those who design, specify and buy in 39 major industries. In 
addition, the plastics industry itself is covered to include pro- 
ducers of raw materials, machinery, equipment, supplies, mold- 
ers, laminators and fabricators. Another reader group includes 
those who have direct or indirect purchasing powers in the 
field, such as architects, exporters, engineers, chemists, inven- 


tors, research specialists, etc. 


NEW YORK «+ WASHINGTON «+ 


~ MAGAZI 


zine sells plastics to established and prospective 
customers. PLASTICS Magazine merchandises plas- 
tics! It brings specific materials and plans to the 
industries which intend to build their post-war 
business with plastics. It carries important infor- 
mation to the industries which are using these ma- 
terials for war products. In fact this is the magazine 
to pace the growth of the plastics industry! 

Now, you can reach, with PLASTICS Magazine, 
this entire broad group of selected industries! Take 
advantage of the sales opportunity offered by 
PLASTICS—the ONE magazine selectively aimed 
at the buying power of the entire field—the executives 
of all these industries. 


ZIFF-DAVIS PUBLISHING COMPANY * 540 N. MICHIGAN AVE., CHICAGO 11, ILL. 
LOS ANGELES + 


LONDON «+ TORONTO 
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opinion of banking has greatly 
improved.” Adding that banks 
will have a great opportunity to 
finance the return to peacetime 
production, he asserted that the 
“must not only sell their credit 
facilities, but they must convince 
the public and the government of 
their willingness and ability to 
handle the task. Bank advertis. 
ing will be called upon to hel; do 
this postwar job.” 


C. P. Underwood Named 
NLGB Vice-President 


Cecil P. Underwood, who joined 
Needham, Louis & Brorby, Inc., 
Chicago, in 1937, has been named 
a vice-president 
of the agency. 
He will con- 
tinue as West 
Coast manager 
and radio pro- 
ducer of the 
agency’s Fibber 
McGee and 
Molly and The 
Great Gilder- 
sleeve shows. 

Mr. Under- 
wood has been C. P. Underwood 
associated with 
the radio industry for the past 19 
years, serving successively as an- 
nouncer, station manager, master 
of ceremonies on a national pro- 
gram, program director for NBC, 
and producer. 


H. F. Dowdy Advanced 


Henry F. Dowdy, formerly Se- 
attle district sales manager for 
General Foods Corporation, New 
York, has been named manager of 
the company’s San Francisco sales 
office, succeeding William R. Had- 
ley, who has retired after 36 years 
of service because of ill health. 


Bromberg to Salzman 


Frank Bromberg has resigned 
from Diener & Dorskind to join 
Hal A. Salzman Associates, New 
York, as an account executive. He 
previously had his own agency, 
and was also connected with Peck 
Advertising Agency. 


LANADAS 
MOST 
INFLUENTIAL 
MAGAZINE 


* Largest magazine 
circulation 


* Largest volume of 
advertising 
* Vigorous editorial 
policy 
* Cover to cover 
readership 
* Read by the whole 
family 
* Strong influence 
with dealers 


* The choice for Can- 
ada’'s expanding 
market 


MACLEAN'S 


481 University Avenue. Toronto 2. 
New York Chicago Montreal London (F'-) 
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THE CHICAGO 


HERE IN CHICAGO your key audience as an advertiser demands honest and 
dependable journalism, When evening comes a million reader=friends turn to 
The Chicago Daily News because it satislies both their consctence and their 
intelligence. This newspaper is a powerlul influence in their lives. Its strength 
is deeply rooted in the confidence which The Daily News has earned and 
kept by the steadfast decency of its publishing policies. In its advertising cole 
umns |The Daily News has carried, for 43 consecutive years, more Total Dis- 
play linage than any other Chicago paper, morning, evening or Sunday.* A 


leadership which says over and over again that The Daily News is Chicago's 


BASIC ADVERTISING MEDIUM 


FOR 68 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Sireet, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


DAILY NE 
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*For fair comparison 
liquor linage omitted 
since The Chicago 
Daily News does not 
accept advertising for 
alcoholic beverages 
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NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobort Building 
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Not for Art's Sake 


Dale Nichols, who has been con- 
ducting a one-man crusade for 
Several years for the*® purpose of 
stimulating interest in the use of 
fine art in advertising, takes a 
crack at the art standards of Chi- 
cago advertisers and agencies in a 
letter published in the April 10 is- 
sue of ADVERTISING AGE. He finds 
their work “old hat,” and sees in 
it further evidence of a refusal to 
do more than merely follow con- 
vention and precedent in the de- 
sign of advertisements, both with 
reference to art and layout. 

We are always sympathetic with 
Mr. Nichols in his efforts to raise 
the standards of advertising art, 
and it can be agreed that advertis- 
ers and agencies everywhere are 
probably too conservative to ac- 
cept new art forms as readily as 
their exponents would like. And 
it is likewise true that in the crea- 
tion of advertising, whether the 
consideration is art, typography or 
copy, we still lack the scientific 
viewpoint which insists on apply- 
ing the fruits of past experience 
to the production of all new ma- 
terial. 

One point which Mr. Nichols 
makes in his discussions of better 
art in advertising is worth em- 
phasis, and that is his contention 
that fine art, in the sense of art 
which is so good as to have the 
universal appeal that distinguishes 
the selection of classics for the art 
museums and the great private 
collections, can be used without 
sacrifice of merchandising value. 


As a matter of fact, it should bé 
constantly kept in mind that “art 
for art’s sake” has no place in ad- 
vertising, which is a commercial 
operation that must be justified 
not by esthetic satisfactions but by 
sales results. 

Experience has shown, however, 
that the best art for the purpose 
is never too good. Successful ad- 
vertisers and agencies have learned 
by experience that when they get 
the best art that can be obtained, 
it is usually an excellent invest- 
ment. Public acceptance of good 
art is so definite and spontaneous 
that the advertising works better. 
In other words, really good art has 
a universal appeal which adds 
materially to its effectiveness. 

While many artists and art di- 
rectors 
Nichols that so-called modern art 
should be used to a greater extent 
in advertising, we are old- 
fashioned enough to believe that 
art, like copy, must be simple and 
understandable in order to do its 
best work in advertising. Forms 
which are strange and exotic, and 
appreciation of which represents 
an acquired taste, must be used 
sparingly in advertising addressed 
to the masses. Without being dog- 
matic, the advertiser must em- 
phasize realism in most of his art 
symbols, remembering that the 
classics of bygone centuries are 
still universal in appeal and ac- 
ceptance, while many modern art 
forms are still the subject of vio- 
lent disagreements. 


The Future of OPA 


The continuance of the Office of 
Price Administration, and the au- 
thority under which it will operate 
in the future, will be determined 
by legislation now before Congress. 
There have been many attacks on 
the administration of the present 
law, and there is considerable 
pressure for a relaxation of some 
of its controls. 

We believe that the necessity for 
rationing and price control in war 
time is not in controversy, and 
that the importance of assuring 
equitable distribution of scarce 
commodities, plus the control of 
price increases, is generally recog- 
nized. Thus the discussion centers 
primarily around the details of ad- 
ministration and the effect of OPA 
operations from the standpoint of 
business and the public. 

It has often been said that a 
good law operates badly with a 


poor administrator, and that even 
a bad law works well if admin- 
istration is intelligent and efficient. 
That is why we believe that OPA 
should be given ample authority 
to carry out the objectives of the 
law, for in Chester Bowles we 
have an administrator who for- 
tunately is a practical business 
man as well as a conscientious 
representative of the public in- 
terest. 

He has demonstrated far greater 
willingness to use the advice and 
counsel of business interests in the 
administration of OPA than some 
of his predecessors, and at the 
same time is successfully main- 
taining the objectives of price con- 
trol. We believe that he can be 
trusted to use the great powers 
delegated to OPA under the pro- 
posed legislation with intelligence, 
discretion and full recognition of 
all interests concerned. 


would agree with Mr.|.. 


—W é€ J Sloane 


“It says here we're fighting for blueberry pie." 


Keeping the Flame Up 

Servel is worth watching, but 
definitely. The company gives 
every indication of knowing which 
way the wind is blowing, and what 
to do about it. For example, it 
has just distributed a little book- 
let, “The Magic Flame,” to stock- 
holders and employes. The book- 
let tells the story of the postwar 
all-year air conditioning system 
which Servel announced a few 
months ago—it tells what the 
product is, the plan of action 
which is being followed in its in- 
troduction, and its potentialities— 
all neatly translated into the per- 
sonal interests of stockholders and 
employes. Listen to this: 

“When peace returns, we want 
to be able to re-employ every man 
who left Servel to enter the armed 
services ... keep veteran employes 
. and provide jobs for many of 
the new workers who are helping 
us fulfill our war contracts. And 
to do this, we must not only be 
ready to resume the manufacture 
of prewar appliances, but also 
have new products to make and 
sell. 

“The Servel all-year gas air 
conditioner will help provide new 
postwar jobs at Servel, and new 
sales, installation and engineering 
jobs for returning soldiers and 
sailors in communities all over 
the country.” 


Jottings 

Are you a bust, or have you a 
bust? No idle question this, but 
one of serious import, as Mun- 
singwear sings out in April fashion 
mags: “. .. as long as your bust 
is beautiful! You can have fea- 
tures that are almost plain. But 
see to it your bust is beautiful and 
you'll be seen!” ... 

Female employes of the Minne- 
apolis Star Journal and Tribune— 
50 or 60 of them weekly—get to- 
gether for 45 minutes every 
Wednesday to learn more about 
newspapers via a course being 
conducted by Edwin H. Ford, 
University of Minnesota journal- 
ism professor, with the aid of 
various executives of the news- 
paper... 

Kircher, Lytle, Helton & Collett, 
Dayton, O., has worked up a 
booklet for the Van Cleve Hotel 
of Dayton which does a good 
job of customer relations, explain- 
ing service difficulties, etc., with 
an A, B, C verse technique. It 
will probably soon pop into the 
hands of other hotel guests... 

Encouraged by the response to 
its book, “Your Hidden Treasure,” 
a copyrighted individual financial 
record book distributed to em- 
ployes as a novel experiment in in- 
dustrial relations (and previously 
detailed in this column) Nash- 


Kelvinator plans to issue new edi- 
tions of the book annually. Since 
the beginning of this year, it has 


granted permission to more than 
100 other companies to copy the 
entire book or adapt sections from 
it to their own uses... 

And Tracy-Locke Company, 
Dallas, has produced an amusing 
and informative booklet, “Keeping 
Up With Your Trousers,” for 
Haggar Company, trouser manu- 
facturer, which traces the history 
of these important items of male 
apparel... 

Pleasantest business gesture of 
the week is that of the Advocate- 
Messenger, Danville, Ky., which 
has just switched publication from 
evening to morning because of the 
manpower shortage. Unable to get 
printers, the paper asked the Ken- 
tucky School for the Deaf to per- 
mit instructors and students in its 
vocational classes to help out. 
The school agreed, but only on 
condition that their commercial 
work not interfere with classroom 
work. Ergo, the daily became a 
morning newspaper, permitting 
school personnel to do their work 
after classes had closed for the 
day... 

A few days after the January 
Comptometer ad appeared discuss- 
ing the importance of the inven- 
tion of zero, and asserting that 
“history doesn’t tell us” what par- 
ticular Arab invented the symbol, 
Believe-It-or-Not Ripley’s daily 
cartoon featured one Tawarik 
Makutin, and described him as 
a blind Arab mathematician who 
invented the zero. But the Comp- 
tometer people are still not con- 
vinced, believe it or not... 

Most unusual charity advertising 
we’ve seen in some time is the 
two-column space which was used 
around year-end by the Old 
People’s Home of the City of Chi- 
cago, ordinarily no user of adver- 
tising space. Copy ran on the 
financial pages, and was set and 
phrased in dignified financial style, 
like the announcement of a bond 
issue. Membership of Quaker 
admen on the home’s board of 
directors probably explains the in- 
novation. . . 


Short Memories 


Allen C. Smith of Kansas City 
takes ADVERTISING AGE to task for 
the story in last week’s issue re- 
porting the return of “Phoebe 
Snow” to the advertising stage, 
under the sponsorship of the 
Lackawanna Railroad. Mr. Smith 
points out that in this story the 
famous Force cereal character of 
yesteryear, Sunny Jim, is called 
Slim Jim, and he says: “Shame on 
you. Insulting one of the really 
famous old days’ advertising char- 
acters. Must be a bunch of kids 
on AA.” We apologize, Mr. Smith, 
but it isn’t that we’re kids (not 
since the Army and Navy have 
cut into our business)—we just 
don’t have the right kind of mem- 
ories. 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2316. War Broadcasting Ac- 

tivities—1943. 

KMBC, Kansas City, in this an- 
nual report details its manifold ac- 
tivities in radio’s second year of 
war, including support of all de- 
serving home front projects. 


No. 2317. Looking Ahead in 
Merchandising Electronics & 
Radio. 


The whole range of radio prod- 
ucts is covered in this 24-page 
booklet issued by Radio - Craft, 
which gives an over-all picture of 
the status of production and the 
time lag required for the change- 
over to postwar civilian production 
and selling. 


No. 2318. Family Album. 


Introducing Stanley E. Hubbard, 
president and general manager of 
KSTP, this booklet lists a series of 
“firsts” claimed by the St. Paul 
station and illustrates the host of 
radio personalities it has de- 
veloped. 


No. 2319. First in the Fight. 


This 12-page folder, issued by 
the Philadelphia Daily News, is a 
facsimile of the publication out- 
lining a number of its local and 
national editorial campaigns and 
including a circulation coverage 
map of the Philadelphia area. 


No. 2320. Katz Calendar of Ex- 
piration Dates. 


This pre-tested calendar, de- 
signed to save time for time buy- 
ers and sellers, shows almost at 
a glance the date of the last broad- 
cast of any schedule of 13, 26, 39 
or 52-week cycles. 


No. 2313. How to Set Up a Plan 
for Your Company’s Postwar 
Markets. 

This booklet has been issued by 
McGraw-Hill Publishing Company 
as a guide for manufacturers in 
planning their postwar programs. 
The material includes several au- 
thoritative methods of charting 
market potentials, with sources of 
information, and a check list of 
suggested subjects for a question- 
naire through which customers 
and prospects may contribute to 
the planning program. Worksheets 
and tables offer helps on selling 
plans, budgets, etc. 


No. 2314. 
Export. 


American Exporter has issued 
this booklet, which gives the an- 
swers to questions on the position 
of the U. S. in world trade, with 
particular attention given to the 
years following the first world 
war as a pattern for the period 
ahead. Latin America, countries 
of the British Empire and the Far 
East are analyzed, and the extent 
of German and Japanese prewar 
competition are discussed. 


The Facts of Life on 


No. 2308. Grit Copy Testing Plan. 

Grit has issued this folder, 
which tells, with text and ex- 
amples of copy layouts, how the 
publication’s copy testing plan 
works. Two or four advertise- 
ments of the same size and shape 
can be tested in a single issue of 
the story section, the folder re- 
ports, and because Grit is * 
weekly, the average advertiser 
secures approximately 75% of the 
complete returns within 10 days 
after issue. 
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TRAFFIC’SCODE:CON (correction), NOUMEA 
(Pacific pick-up point), LULU (Honolulu), 
CAMP CALLEN CAL (Camp Callen, Calif.), 
FEED (send), REG (regular), FAX (facili- 
ties), MIKE LEAD (one-way circuit), FABLE 
(high-grade leased wire). 
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Double talk? No—trouble talk 


Or rather the kind of talk that helps NBC 


avoid trouble. 


Daily, hundreds of these telegraphic mes- 
sages, abbreviated into lingo unfathomable to 
all but the initiated, are handled by the NBC 


department known as Traffic. 


Traffic’s teletypes clatter night and day in 
piling up a staggering total of messages . . . 
enough to meet the daily telegraphic require- 
ments of a city as large as Schenectady, N. Y., 
or Trenton, N. J. 


75,000 messages a month . . . ordering, 
improving, testing, renting, buying facilities 
. . . grinding out a daily mass of operations, 
business and program details. 


Yes, every “fax” and “fable” is checked 


They all tune to the 


National Broadcasting Company = 


It’s a National Habit 


and double-checked before a program goes on 
NBC—whether it’s a routine studio broadcast 
from NY, Chi, or San Fran or a pick-up from 
Algiers, Noumea or “lulu.” 


What’s all this got to do with selling prod- 
ucts and good will by radio? A lot. 


Traffic’s messages mold the network into 
a smoothness of presentation which would be 
impossible without all this advance planning 
and attention to detail. 


¢ « Ss 
It’s the grand total of all these “little things” 
which has taught advertisers and listeners alike 
that they can rely on NBC . . . help give NBC 


its leadership and popularity . . . help make 
NBC the Network Most People Listen to Most. 


America’s No. 1 Network 


-~ 


A Service of Radio 
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and “Don’t take extra gas or cou- 
pons from anyone.” 

Another ad gives facts on the 
vast amount of gasoline required 
for bomber, fighter and training 
planes, under the caption, “There’s 
a new kind of gas_ shortage 
now! ...” The third tells “who 
gets hurt when you buy gas in 
the black market.” 

Indirectly, the copy explains, a 
soldier may be endangered be- 
cause, “while you can’t rob a sol- 
dier of gasoline .. . you may keep 
a war worker home from his job 
in a place where gasoline supplies 
suddenly become tight. No war 
worker on the job—no war equip- 
ment for that day to back a fight- 
ing man on some fighting front.” 
Also, “you might keep a doctor 
from making his rounds. . . You 
make it tough for your neighbor 
who gives his time on the ration 
board. . . You do a bad thing for 


District Groups 
May Advertise 
in Oil Program 


(Picture on Page 65) 


New York, April 11.—The five 
regional districts of Petroleum In- 
dustry War Council, New York, 
are expgacted to decide soon on 
running cooperatively in newspa- 
pers of their areas three adver- 
tisements in a series prepared by 
McCann-Erickson, New York, for 
the council’s conservation cam- 
paign on the theme, “Gasoline 
powers the attack—don’t waste a 
drop.” 

The three, chosen by PIWC’s 


the gas station man, too. His life’s 
tough enough, making both ends 
meet under wartime conditions— 
without his old customers asking 
him to be dishonest or lose his 
trade to someone who is.” And 
“you throw a wrench into the 
whole supply line to Victory. . . 
Need for gasoline in battle isn’t 
all that’s gone up. Essential home 
supply—for farms, trucks, buses, 
industry—is up 20% since 1942.” 
Advertising committees of Dis- 
tricts 1, 2, 3 and 5 are expected 
to act on the series soon. The 
ad committee for District 1 is 
headed by Stephen M. Birch, the 
Texas Company, New York; for 
District 2, by Wesley I. Nunn, 
Standard Oil Company (Indiana), 
Chicago; District 3, by George C. 
Gibbons, Midcontinental Oil & Gas 
Association, Dallas, and District 5, 
by John H. Weiser, Gilmore Oil 
Company, Los Angeles. The only 


district which, it is said, is not 
yet considering this cooperative 
advertising plan is No. 4, of which 
Paul Q. Calliser, Associated Oil & 
Gas Company, Salt Lake City, is 
advertising committee chairman. 

About 30 oil companies are 
plugging the conservation program 
in their radio programs. Among 
those which have begun campaigns 
in newspapers and other media on 
it are Standard Oil Company of 
New Jersey and Shell Oil Com- 
pany. 


Sells Radio Spots 


Conceived especially for depart- 
ment stores, furriers and others 
using cold storage, Advertising 
Trade Service, New York, has 
prepared a new series of half- 
minute transcribed radio spots 
embracing drama, jingles, dia- 
logue, multiple voices, etc. 
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Form Winnipeg Ad Ciub 


The Sales and Advertising Club 
of Winnipeg has been formed, with 
Moray Sinclair, advertising man. 
ager of Eaton’s Mail Order De. 
partment, as. president. Other 
officers elected were: Vic Cowie, 
advertising manager, Great-West 
Life Assurance Company, vice- 
president; Murray Turner ot the 
Hudson’s Bay Company personne] 
department, secretary; and Alex 
Robertson, Winnipeg Supply @ 
Fuel Company, treasurer. 


Canadians Name Hara 


R. B. Hara, advertising manager 
of the Evening Telegram, Toronto, 
has been elected president of the 
Canadian Daily Newspapers As- 
sociation, succeeding Wesley Mc. t 
Curdy, vice-president and pub- 
lisher of the Winnipeg Tribune. 


product conservation committee, 
headed by B. I. Graves, vice-presi- 
dent of Tide Water Associated Oil 
Company, are part of a series of 
ten prepared by McCann-Erickson 
for joint sponsorship. Fifteen other 
newspaper ads, as well as outdoor, 
service station window and factory 
bulletin board posters, radio pro- 
grams and windshield and speed- 
ometer stickers, are offered for use 
by individual companies. 


Not a Drop to Waste 


One ad chosen for the coopera- 
tive drive shows Uncle Sam stand- 
ing beside a filling station pump, 
and bears the headline, “More 
gasoline than anyone else in the 
world ... but not one drop to 
waste.” This points out that from 
1942 to 1944, military need for 
gasoline increased almost four 
times, with the result that civilian 
passenger car gasoline supply has 
had to be cut almost one-half. 
Motorists are urged to apply only 
for gasoline they need, to “get into 
a ride-sharing club and stick to it, 
endorse all your gas coupons now,” 


333 COUNTIES © 
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THEY ASK ALMOST EVERYTHING 
— AND GET THE ANSWERS! 


The lron Age editors get asked more questions than 
a Quiz expert. We think we hold some kind of a 
world’s record for answering such varied questions 
as the following: 


How many rivets in a battleship? 
What is the fatigue limit of bronze in salt water? 


Who makes the attachment that causes a metal drill to 
reciprocate? 


Where can | get Permyron, a sprayed-on black coating? 


How many pull tests are needed to prove a new heat 
treating method? 


What's the best way to machine aluminum? 
How do we go about getting steel to make septic tanks? 


Have you any data sheets on time values for milling 
machines? 


Who makes the device that reveals cracks in steel which 
are not visible to the naked eye? 


What is the world's annual loss due to corrosion? 


Who makes the plastic used for punches in forming 
sheet metal aircraft parts? 
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Court Approves 
Scie of Whisky 
to Stockholders 


Peoria, April 11.—Federal Judge 
L. Leroy Adair entered an order 
» day approving distribution 
of 237,000 barrels of American 
Distilling Company whisky to 
stockholders at cost—and enjoined 
any »\ockholder from interfering 
with -dministration of the plan. 

The order followed a suit filed 
by Harry Hendin of St. Louis, a 
stockholder, who sought to pre- 
vent operation of the plan. The 
court also restrained anyone from 
pringing suit against validity of 
the trust indenture which provides 
the distribution plan. 

Advanced last November by Gil- 
bert B. Geiger, trustee of the com- 
pany, the unusual plan provides 


—_—_ 


that any stockholder, as of the 
close of business Feb. 29, 1944, 
may exercise the privilege of pur- 
chasing, for each share of stock, 
16 cases of a blend of straight 
whisky at cost price. He also may 
purchase, for each share, one case 
each of bottled in bond bourbon 
and rye whisky at a total cost of 
$46.50 for both cases. 

Stockholders who do not want 
to participate in this distribution 
may share in a cash payment re- 
sulting from the sale of whisky 
not acquired by stockholders. A 
provision requires any licensed 
whisky dealer or distillery owner, 
who is a stockholder, to apply to 
the trustee for permission to pur- 
chase whisky under the plan. The 
trustee is authorized to use his dis- 
cretion in granting or denying 
permission. 

The “cost price” of the blended 
whisky was not listed, but it is 


understood that the distribution is 
to be at cost to the company, plus 
federal excise and_ rectification 
taxes, effective on delivery, and 
bottling charges, with transporta- 
tion to be paid by the buyer. The 
company, the largest independent 
in the business, estimated book 
value of its stock at $8,000,000. Its 
stock climbed considerably follow- 
ing announcement of the plan. 


PARK & TILFORD 
WORKS ON SALES PLAN 


New York, April 11.—Park & 
Tilford, Inc., is preparing a plan 
to sell its whisky inventory to 
stockholders, Henry C. Bernard, 
vice-president, disclosed at the 
annual meeting of stockholders 
yesterday. Definite details cannot 
be released “without danger to 
our stockholders and the public,” 
said Mr. Bernard in expressing the 
hope that “it will be possible to 


make such information available 
in the very near future.” 

The plan is being discussed with 
governmental and other agencies 
concerned, he said, revealing that 
changes have been suggested — 
some of which are in conflict—but 
adding that “we believe that prog- 
ress is being made.” 


New Merchandising 


Plan for Tenderoni 

Van Camp’s, Inc., Indianapolis, 
has begun a cooperative merchan- 
dising plan to induce grocers to 
give prominent display for Ten- 
deroni, a macaroni product. 

Grocers who purchase five cases 
or more of Tenderoni from their 
jobbers and display this product 
for at least a week in a prominent 
spot in their stores will earn an 
extra bonus of 20 cents per case, 
payable in cash. This offer ends 
May 15. 
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| Mom and Pop and the Car... 


“But George - I meant get « spring change-over for the car!” 
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Probably not one man in a hundred ever writes a business paper editor 
to acknowledge valuable help he has received from the magazine. 


Yet when that one metalworking executive sends a “Dear Editor” 
letter to The Iron Age (and we get stacks of ’em) it usually packs the 
kind of a heartening, appreciative wallop that makes the hard-working 
editors feel that their jobs are very much worth-while. 


Take the Long Island manufacturer, for example. He wrote: “This 
is about the dozenth time I’ve called on you for help, and I thought 
you'd be interested in knowing that largely due to your help, we re- 
ceived our Army-Navy ‘E’.” 

Then he asked: “I’ve got an order for 1,000 parts to be made this 
way. How shall I make them?” And—one of the editors told him— 


right off the cuff. 


Yes, the question and answer business is a big part of The Iron Age 


editorial service. 


The pick of letters from readers are published each week in the 
“Dear Editor” page—where the reader can pat a Van Deventer edi- 
torial on the back, or kick it swiftly lower down—where a reader with 
a particular problem that can’t be answered in textbooks can put his 
case up to others and in that way get the benefit of the whole industry's 
best experience—where a reader can mount a soapbox, if what is on 
his chest is of interest to other readers. . . . 


The editors groan a little occasionally under the load, but on the 
whole it is a pleasant burden, for they have observed that there is a 
direct relation between the volume of an editor’s mail and the influence 
an industrial journal exerts in its field. The more they rely on it, the 


more they lean on it. 


And the more they read and depend on The Iron Age, the more 
effective your advertising becomes as you tell and sell the metalwork- 
ing industry’s 100,000 key men. 


TO THE ‘LITTLE WOMAN'—The spring 
change-over is for the car, not “pop,” 
his wife insists in this large-space ad 
in newspapers, one of a new series in 
which Standard Oil Co. of Indiana will 
pay tribute to busy wartime women. 
Cartoons by Lichty will be featured. 
Window stickers, curb signs and mail 
folders supplement the campaign. Mc- 
Cann-Erickson, Chicago, is the agency. 


U. S. Rubber Starts 
Conservation Drive 


United States Rubber Company’s 
tire division is launching a coop- 
erative campaign with dealers in 
about 850 newspapers in 700 mar- 
kets. The campaign will cover 
about 20% more markets and in- 
clude more insertions than in a 
similar series last year. Copy will 
emphasize conservation, service 
and recapping. 

The tire division is also running 
a campaign in magazines and farm 
papers. Campbell-Ewald Company, 
New York, is the agency. 


SPOT RADIO IS 
FLEXIBLE 
AS TO TIME, 
PLACE AND 
INTENSITY! 


Exclusive 
National 
Representatives: 
\. (2 SPPPPPrrPrrrrrrir rr Buffalo 
SET .¢56306006s66600004080604 Cincinnati 
SE 1c066sakdadcaedeeausweeeee Duluth 
eer F 
. Paras: -e Indian 
CO re Kalamazoo-Grand Ra) 
PE. «¢t6e00see4deees eadaaen ansas 
MEE ¢60%0¢escu0snabened bene Louisville 
cl rere Minneapolis-St. Paul 
CED os ccc dabedeascsvenvaveeennad Peoria 
PE cn cdhas ei deee the bea eee St. Louis 
WEES Sac cdccccsenaesesteesacnat Syracuse 
IOWA 
ME incecctcdcaneubeuesveska Des Moines 
WEE 060604 500650000 oh0ees aueee Daven 
Dh s90+edeenkennebateanaced Shenan 
‘SOUTHEAST 
0 SFP re Baltimore 
rrr Charleston 
PR Celumbia 
MEE gvs4be0seseey 056s00aee8eune Ral 
WEE ccneuctncdascbacsasennesevad Roan 
SOUTHWEST, 
BL etesccccdseundsabsensbud Siuqnseene 
DD. 6600dnedeesaseesseds Oklahoma City 
ES. ccechcacancutevankasonanemeee Tulsa 
PACIFIC COAST 
OS rrr rr Los Angeles 
DE siceesdencessubsadeseeanens Portland 
Perey Oakland-San Francisco 
SD 606000505060scechenseeaanaens e 
EEE. 6004 cnseunceueeen Fairbanks, Alaska 


and WRIGHT-SONOVOX, Inc. 
. 
For latest radio information, call 


FREE & PETERS, Inc. 


Pioneer Radio Station Representatives 
Since May 1932 


CHICAGO: 180 No. Michigan...... Franklin 6373 
NEW YORK: 444 Madison Ave...... Plaza 5-4130 
ATLANTA: 822 Palmer Bidg.......... Main 5667 


SAN FRANOISCO: 


HOLLYWOOD: 6331 Hollywood Bivd......... 
Hollywood 2151 
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Plans Ad Program 


After successfully moving the 
state’s potato supply through ad- 
vertising, Charles Figy, state com- 
missioner of agriculture, has an- 
nounced plans are being made for 
a special intensive advertising pro- 
gram to help market Michigan’s 
egg surplus. 


Owens-Corning 
Leaves Y&R and 
Goes to F&éS&R 


Toledo, O., April 12.— Owens- 
Corning Fiberglas Corporation, 
manufacturer of Fiberglas, Dust- 
Stop air filters, electrical insulation 
and battery mats, has placed its 
advertising with Fuller & Smith & 
Ross, with the Cleveland office of 
the agency servicing the account, 
which heretofore has been handled 
by Young & Rubicam. 

Last year the company launched 
its most ambitious advertising pro- 
gram in consumer and trade pub- 
lications for its several products, 
using such national magazines as 
American Home, Better Homes & 
Gardens, Life and The Saturday 
Evening Post, and business papers 


I TN 


serving commercial and industrial 
installation fields. This advertising 
is still running. 

Bulk of the company’s advertis- 
ing appropriation goes into promo- 
tion of Fiberglas, born in 1931 and 
sped to maturity by research, 
which has made glass into a new 
basic material of many varied 
uses. Last year Owens-Corning 
spent $144,000 which went almost 
exclusively into general magazines 
and in 1942 the expenditure to- 
taled approximately $132,000. 


Names Deadwyler 

Hugh A. Deadwyler, head of 
the Charlotte, N. C., advertising 
agency bearing his name, has been 
named director of research for 
Southern Airways, Inc., Birming- 
ham, Ala. He will direct eco- 
nomic surveys of 88 cities the 
company proposes to link by air 
routes. 


Coast-to-Coast 
Streamliners Are 


Predicted by Budd 


Lincoln, Neb., April 11.—Stream- 
lined passenger trains that will 
run direct from New York City 
to the Pacific Coast were held 
forth as a postwar railroading 
achievement at ceremonies here 
yesterday marking the 10th anni- 
versary of the Burlington Route’s 
pioneer Zephyr. 

Ralph Budd, president of the 
Chicago, Burlington & Quincy 
Railroad, whose first Diesel-pow- 
ered, streamlined train made rail- 
road history 10 years ago with a 
dawn to dusk trip from Denver to 
Chicago, presided at the cere- 
monies. He characterized the now- 
veteran train as the symbol of a 


CONTINU 


the 
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industry 
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“GREEN VALLEY, U.S. A.” 
the weekly half-hour sponsored by 


EMERSON RADIO & PHONOGRAPH CO. 
Sundays starting February 27, 
through Wm. H. Weintraub & Co., Inc. 


“WIDE HORIZONS” 
the weekly half-hour sponsored by 


BOOTS AIRCRAFT NUT CORPORATION 
Sundays starting February Bl; 


through Cecil & Presbrey, Inc. 


“JACK BERCH AND HIS BOYS” 
the five-a-week quarter-hour sponsored by 
THE KELLOGG COMPANY 
expanding to the full Mutual Network April 3, 
through Kenyon & Eckhardt, Inc. 


Aw ESSEMTIAR LINK IN TaAtiow 


MARKS ANNIVERSARY—In an exten. 
sive list of newspapers and magazines, 
the Burlington Route last week ran 
this copy marking the 10th anniversary 
of America's first Diesel streamline 
train and looking forward to postwar 
improvements in rail service. 


new era in railroading and gave 
the streamlined trains credit for 
their share of setting an enviable 
wartime transportation record. 

Edward G. Budd, president of 
the Edward G. Budd Mfg. Com.- 
pany, Philadelphia, which built 
the pioneer Zephyr, was among 
the speakers. He said long sta- 
tion stops and stop-overs between 
trains are merely “barriers of the 
mind” and “once we rid ourselves 
of these barriers, through trains 
should operate from Chicago to 
Mexico City, and from Portland, 
Me., to Miami, Fla., and between 
other distant points.” He pointed 
out that only three through trans- 
continental trains now are oper- 
ating on the American continent— 
two in Canada and one across the 
Isthmus of Panama. 

The Burlington Route now oper- 
ates 14 Budd-built Zephyrs which 
up to April 1 had traveled more 
than 21,000,000 miles. The pio- 
neer Zephyr currently is making a 
456-mile round trip daily between 
Lincoln and McCook, Neb. Its 
10th anniversary was the occasion 
for both newspaper and magazine 
copy breaking this week hailing 
the train as a symbol of “even 
more dramatic progress to come.” 


Names Garfield, Guild 


Garfield & Guild, San Francisco, 
has been named to handle the ad- 
vertising of Natalie Nicoli, West 
Coast fashion designer. National 
advertising and publicity will be 
employed to augment the present 
key retail distribution of Natalie 
Nicoli California Fashionwear. 


Winston-Salem 
Bank Clearings 
Continue to Rise 


Bank clearings for February, 
1943, were up $11,805,000 over 
those of February, 1942, according 
to the monthly report of the Fed- 
eral Reserve System. 


That's not surprising in view of 
Winston-Salem's continued _ busi- 
ness increases in all classifications 
... retail... industrial and agri- 
cultural, 


Here is a major North Carolina 


market... a “must” for adver: | 


tisers with something to sell NOW 
... and for those who must cirect 
their advertising at the customers 
of TOMORROW! 


JOURNAL and SENTINEL 
Winston-Salem, North Caro ina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—N OC 
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The Time: 500 years ago. 


The Place: Temple of the Sun at Cuzco, capi- 
tal of ancient Peru. 


The Scene: The High Priest of the Incas raises 
the chipana to the sun. This “match of gold”’ 
is a highly concave golden cup in the center 
of which is a little cotton. When the sun’s 
rays are concentrated within the cup, the tin- 
der is set afire. 


It was not until 1916 that the book match 
—the quick, convenient method of firemak- 
ing — was perfected, and thus was born a new, 
powerful medium of advertising. 


FACTS YOU SHOULD KNOW 


Although book match advertising is compara- 
tively new, it has already been developed to 
the point where it has these outstanding ad- 
vantages that are invaluable to everyone in- 
terested in advertising and selling: 


“Match of Gold’”’ 


1. Because book matches are indispens- 


able companions to one of the most 
popular habits in the world... 
SMOKING (a market of over 
50,000,000 Americans), they have 
automatically become a dominant 


advertising medium. 


2. The lowest cost per reader. 


3. Because there are 20 matches in each 


book, your message is flashed before 


each person 20 times. 


4. Since your advertisement alone ap- 


pears on the book, it does not have 
to compete with others for the user’s 


attention. 


5. UNIVERSAL has developed book 


match advertising so completely 


Third of a series portraying the History of Fire 
Painted by Francis Criss for the Universal collection 


that coverage may be spread to do 
a blanket job—or can be limited to 


any one market. 


MAKE SIMPLE, INEXPENSIVE TEST 


Many of the country’s leading advertisers have 
discovered the power and advantages of 
Universal Book Match advertising and today 
are using hundreds of millions of match books. 
No matter what your business or its size you 
can use Universal Book Match advertising 
profitably. We have a special test plan by which 
you can easily prove for yourself, with a very 
nominal expenditure, the value of Universal 
Book Match advertising. Write today for 


further information. 


UNIVERSAL MATCH CORPORATION 
General Offices, St. Louis 


Sales offices in all principal cities coast to coast 


AN INSTITUTION KEYED TO LEADERSHIP ““ AND DEDICATED TO SERVICE 
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Moduflow Booklet 
Hits New High for 
Consumer Response 


Minneapolis, April 11.—With an 
enlarged mailing department, 
Minneapolis-Honeywell Regulator 
Company believes this week it is 
all set for any new deluge of re- 
quests for its 16-page, two-color 
booklej, “Heating and Air Condi- 
tioning the Postwar Home.” 

Release of the postwar-slanted 
volume late last November (AA, 
Dec. 6, 43) brought in its wake a 
second printing order within a 
week, a doubling of the mailing 
department, and the eventual 


ee, 


tising record for the company. 
T he Minneapolis-Honeywell 
booklet described—for the postwar 
era—a newly-developed electrical 
heating control system costing 
about as much’‘as a good washing 
machine. Called Modufiow, it rep- 
resents one of the latest improve- 
ments in home heating comfort, 
can be installed in existing as well 
as postwar houses, and works with 
all types of heating plants. 

Allied with the heating industry 
since 1895. the Minneapolis firm 
has always kept an eye on hous- 
ing and is well aware that the 
industry expects to build 1,000,000 
homes a year after victory. But 
Minneapolis - Honeywell frankly 
admits it was nothing less than 
flabbergasted by the response to 
what started off as a normal ad- 
vertising campaign. 

With 20,000 booklets in its mail- 
ing department, the first an- 


smashing of a seven-year adver- 


nouncement was released on the 


company’s network show late last 
November (“The Bluejacket 
Choir,” CBS, Sundays, 11:05 to 
11:30 a.m., EWT). Before the end 
of the week, Chandler Murphy, 
advertising manager, was pleading 
for 20,000 more copies. Meanwhile 
full-page ads had been scheduled 
in American Home, Atlantic 
Monthly, Better Homes & Gardens, 
Collier’s, House & Garden, House 
Beautiful, Life, and The Saturday 
Evening Post. Mr. Murphy’s 20,- 
000 booklets vanished down the 
mail chute and the booklet is now 
in its fourth printing. 

Demands came from Spain, Ura- 
guay, England, Newfoundland, 
Panama, Mexico, Canada, Argen- 
tina, Honolulu and Alaska. 

By the end of the first month 
of the campaign, the total number 
of inquiries received more than 
equalled the number received in 
the past six years, through prac- 


the end of two months, inquiries 
more than tripled the previous six 
years’ totals, and these figures do 
not include uncounted requests for 
floor plans and details of the mod- 
ern house used in both the layouts 
and the booklet to illustrate a 
characteristic “home of tomorrow”; 
nor do they include any picture 
of the equally startling success of 
the radio campaign. 

Now up to its ears in electronic 
autopilots, fire control equipment 
and other weapons of war, Minne- 
apolis-Honeywell won’t be on the 
market with its Moduflow system 
until materials can be had again. 
Meanwhile it has stirred up a 
tempest and has a pretty good 
idea of its postwar sales prospects. 
In the meantime, booklet requests 
are still coming in by the hundreds 
every day. 

Addison Lewis & Associates, 


tically the same publications. At 


Minneapolis, is the agency. 


* BASIC STATION... COLUMBIA BROADCASTING SYSTEM 
G. A. Richards, Pres., John F. Patt, Vice Pres. & Gen. Mgr. 


Edward Petry & Co., National Representative . 
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Industrialists 
Add Support to 
‘Seed Money’ Ads 


Hartford, Conn., April 11.—Other 
manufacturers threw their support 
this week behind the Gray Mfg, 
Company’s efforts to protect indus. 
try’s rights in building financia] 
reserves for the postwar mainte. 
nance of payrolls and the purchase 
of needed equipment and materials 
for the change-over period. 

The company, peacetime manu- 
facturer of pay station coin box 
telephones and other electrical 


equipment, and its president, W,. | 9? 


E. Ditmars, believe that if public 
opinion is to be effectively crystal. 
ized on this important point, in- 
dustry must go to work at once 
—and pull no punches. 

Most educational efforts in this 
direction, Mr. Ditmars feels, have 
been written stiffly and from the 
manufacturer’s, not the employe’s, 
standpoint. 


‘Say Them Often’ 


“Until we can reduce those prin- 
ciples of business management that 
are touched by government regu- 
lations to words that may be un- 
derstood, we must expect to take 
a beating from government offi- 
cials who represent, by and large, 
the opinions of the people,” he 
said. “And the people will often 
hold opinions contrary to their own 
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interests until they understand the 
principles involved. Simply stating 
these principles isn’t enough, how- 
ever; we must say them often, say 
them clear, and say them where 
millions will see and understand.” 
A series of full-page newspaper 
advertisements was prepared and 
run in Hartford newspapers by the 
company, and the Manufacturers’ 
Association of Connecticut thought 
so well of the ideas behind the 
campaign that it offered to send 


company then offered the cam- 


any manufacturer who wanted te 
use it. To date, several dozen have 
asked permission to run the same 
campaign locally, and others are 
considering the series. 


Asks Public Questions 


Headlines of the various ads ask 
such questions as: “Me—care about 
profits?”, and “But, John, what can 
we do to make peace mean pros- 
perity?” One ad presents this chal- 
lenge: “Shoulder a pencil and fig- 
ure it out for yourself!” 


sage adds: “There’s nothing Amer- 
ican industry wants more, when 
peace is ours, than to employ many 
more people than before the war, 
and pay them good wages. Only 
that way may we prevent depres- 
sions and give our fighting men 
jobs at good pay within a few 
months after they return. Amer- 
ica wants to do that because then 
our system of free enterprise may 
be maintained as we all believe it 
should be.” 

Reminiscent of the McGraw- 
Hill editorial appeal, which als0 
has drawn widespread commenda- 
tion, the advertisement concludes: 
“None of us wants to make money 
out of war. But we do want to 
win the peace. How can that hap- 
pen if industry is not permitted to 


‘| keep the ‘seed money’ to plow back 


into postwar research, machines, 


.| materials and wages?” 
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prominence for a scholarly con- 
tribution to the interests of a free 
press in connection with the gov- 
ernment’s anti-trust suit against 
the Associated Press. His exhaus- 
d the tive research brought forth many 
ating enlightening facts showing it was 
neue not the intent of the country’s 
i founding fathers that Congress 
v4 should have the power to regulate 
and.” the press. His brief urging the AP 
and. | to appeal the case has been widely 
en acclaimed. 
i rs Controlling interest in the news- 
y the | paper is held by employes and 
ne A executives of the Times, who own 
— 53% of the 88,977 outstanding 
bn Shares of common stock. The 
G | Same executive staff developed by 
ray Mr. Thomason, who died March 20 
cam- in Tampa, Fla., will continue 
y, t onder the direction of Mr. Finne- 
ed te van. It includes James A. Griffin, 
| have | business manager and vice-presi- 
same dent; Robert Walshaw, secretary 
‘s are and treasurer; F. H. Onasch, as- 
sistant secretary and comptroller; 
| Russ Stewart, managing editor; 
_Leo J. Abrams, advertising man- 
_— | ager; John F. Shanahan, circula- 
shout tion manager; Raymond Hahne, 
* can Production manager; and Mel Bar-|-: 
pros- er, promotion manager. 
hal- yoizectors, besides Mr. Finnegan, 
d fig- | ; r. Griffin and Mr. Walshaw, are: 
,vames M. Cleary, vice-president 
_ b Roche, Williams & Cunnyng- 
asner ‘a Inc., Chicago advertising 
when rot Phelps Kelley, president 
neat of the Miehle Printing Press Com- 
aan seo Frank E. Compton, Chicago 
” Only | Rox Publisher; Charles Daniel 
eee ey, president of Charles Daniel 
Pmen ine”, Company, Chicago advertis- 
tow oh agency; and James L. Hough- 
A sage exer’), {ormer Chicago newspaper 
rao €cutive now with the Treasury 
4 Partment. 
e —y saciid 
leve — . 
Expands Minipoo List 
Graw- | During the last six months of 
2 also 4, Annette Jennings, Inc., New 
yenda- | *0rk, will advertise Minipoo dry 
‘ludes 4ampoo in 28 national women’s 
money od on and general magazines. The 
ant to “_ is a continuation of its 
t hap- greatt Campaign, but with a 
tted to = atly expanded list and new 
A a gg “ae to fall sales ap- 
> , . e esley Associ 
handles the account. . ies 
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Finnegan fo Be 
Named ‘Chicago 
limes’ Publisher 


Chicago, April 13.— Richard J. 
Finnegan, editor of the Chicago 
Times since the tabloid was found- 
ed in 1929, will 
be elected 
yresident and 
publisher of the 

per, succeed- 
ing the late S. E. 
Thomason, at 
the annual di- 
rectors’ meeting 
here next Mon- 
day, ADVERTIS- 
wc AGE learned 
this week. 

The new pub- 
lisher, who will 
retain the title 
of editor, started 
his newspaper career as a news- 
poy on the streets of Chicago. In 
1901 he became a reporter for the 
old Chicago Chronicle, shifting two 
years later to the old Chicago 
Inter-Ocean. In 1904 he joined 
the old Chicago Journal as a re- 
porter and continued his education 
while he worked, graduating from 
the Chicago Law School with a 
bachelor of laws degree in 1907. 

He was appointed city editor in 
1904 and managing editor in 1916. 
He became co-editor in 1925 and 
continued in that capacity until 
1927 when the Journal was pur- 
chased by Mr. Thomason. He was 
then appointed editor of the Jour- 
mal and retained that title when 
the paper was reorganized as the 
tabloid Chicago Times. 


Sees Circulation Gain 
Nationally recognized for his 


R. J. Finnegan 


journalistic ability, Mr. Finnegan 
has seen his conviction that a tab- 
loid need not necessarily be sensa- 
| tional to succeed borne out by the 
rise in the Times’ circulation, 
which is now in excess of 417,000 
| daily and 466,000 Sundays. 

Mr. Finnegan recently achieved 


Taranto Advanced 


Paul C. Taranto, formerly assist- 
ant advertising and sales promo- 
tion director of the Bohemian Dis- 
tributing Company, Los Angeles, 
distributor of Acme beer and of 
wine and spirits, has been named 
promotion advertising director. 


- *» « ’ 

Joins ‘Provisioner 

Robert Ashley Crandall, for- 
merly managing editor of Mod- 
ern Brewery Age, Chicago, has 
joined the editorial staff of the 
National Provisioner, Chicago. 


Still Plenty of 
Space in Dailies, 
Sawyer Tells Reps 


Chicago, April 12.—On the basis 
of rationing figures just obtained 
by the Newspaper Representatives 
Association of Chicago, its new 
business committee intends to keep 
on luring all advertising accounts 
possible, J. H. Sawyer Jr., of Saw- 
yer - Ferguson - Walker Company, 
and former committee chairman, 
said here yesterday at the associa- 


tion’s monthly luncheon meeting. 

Since several members of the 
association had expressed the view 
that further work by the commit- 
tee would be futHe now because 
of space limitations, Mr. Sawyer 
ordered a survey of all members. 
Of 835 newspapers polled, only 
78—or approximately 9% — said 
they are now rationing space. 

“That proves that plenty of 
papers will accept all the adver- 
tising they can get,” Mr. Sawyer 
said. “The larger cities have most 
of the rationing, but even in these 
cities some papers are still anxious 
to get advertising.” 
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Of the mere than 1,700 dailies 
in the country, the Chicago repre- 
sentatives’ group claims to repre- 
sent more than 75%. The ration- 
ing percentage it found—9%—may 
safely be projected to cover the 
entire nation, Mr. Sawyer believes. 
Combination papers were counted 
as a single unit in the 835 total 
surveyed by the Chicago represen- 
tatives. 


Al Kaiser in New Post 


Al Kaiser has joined the eastern 
sales staff of Electrical Equipment, 
New York. 


- 


Car Dealers 
and Independents 


FIRST IN IMPORTANCE— 


— and so are 
75,166 Retail Automotive Outlets 


That's the score to date. 
33,000 are Car Dealers. 


42,166 are Independent Service Establishments. 


In other words 85.3°/, of the outlets in the retail automotive field who were 
in business at the time of Pearl Harbor are still in business. And they are 
doing from 5°, to 200°, more maintenance work than they did in 1942. 


Among these men are the readers of MOTOR AGE. They are good men 
to cultivate—because when peace comes they will really start to go. 


MOTOR AGC .....°.... 


Chestnut and 56th Streets, Philadelphia 39, Pennsylvania. 
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Relaxing Regulations 
Does Not Always Please 


Washington, D. C., April 13.— 
The unusual always attracts the 
reporter’s attention, so little won- 
der that one of the interesting 
stories this week was the account 
of a WPB industry advisory com- 
mittee meeting when the shellac 
industry threatened to appeal 
WPB’s plan to lift all restrictions 
on the use of shellac. 

This is a significant story be- 
cause here the grasping bureau- 
crats are eagerly disgorging them- 
selves of power, while the poor, 
mistreated representatives of in- 
dustry are belligerently insisting 
on being regulated. 

WPB argued that shellac is now 
plentiful, that the government has 
a stockpile sufficient to meet mili- 
tary needs for five years, and that 
future imports are assured. In- 
dustry officials asked for more as- 
surance that the supply would be 
dependable, and insisted that the 
control should be relaxed on a 
gradual basis. 

As WPB and OPA get into re- 
conversion, these unusual situa- 
tions will probably become more 
common, for the problem goes 
beyond the issue which most busi- 
ness men appreciate, the necessity 
of getting rid of government regu- 
lations as quickly as possible. 

Industry advisory committees 
are a battleground for special in- 
terests. There are always members 
who are seeking to use the pro- 
duction data that is available 
there, or the limitation orders that 
must be written, to insure a key 
position for themselves in the post- 
war picture. 

In some quarters, for instance, 
it was rumored that the real rea- 
son why the shellac order meets 


Thank You— 
Mr. ——/ 
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“Your 
Grocery 
Stores are 
a better 
average type 
than any 
other city I 


have covered” 


. 


By STANLEY E. COHEN, Washington Editor 


a all 
aa 


Blow us down . . . but that’s ex- 
actly what the sales manager (name 
on request) of a large tea and cof- 
fee company told us after a few 
days in NEW BEDFORD. 


In elaboration, he stated, 
grocery stores are clean . . . well 
stocked . . . better than average 
type ownership.” 


“Your 


We must confess we didn’t know our 
groceries until an “outsider” gave 
us the above rating . . . but if you 
want to know the distribution of 
your product in these stores we can 
tell you. 


Slt 


sf : ; Be 


Rep. by Gitrned ‘Nicoll & Ruthman 


the favor of some members of the 
industry advisory committee is that 
they are well stocked with sub- 
stitute materials which they are 
anxious to move. They are not to 


be blamed, of course, for protect- 
ing themselves, but such a policy 


‘|cah delay reconversion, and freeze 


the smaller firms from the post- 
war market. 

Naturally, the Department of 
Justice will be on hand to prevent 
members of the industry advisory 
committees from using these or- 
ganizations to their own advantage. 
But only rigid discipline on the 
part of government officials who 
deal with such groups, and critical 
attention by non-represented 
members of the industry can pro- 
tect business against misuse of 


these organizations so important to 
present and postwar needs. 
* co 


Political pressure groups and 
other special interests complicate 
already complicated problems. For 
instance, here’s something which 
ought to be explained about man- 
power: 

If the shortage is so severe, why 
did WPB revoke its suspension 
orders which stopped construction 
of the Ogden, Utah, steel mill, and 
another plant near Chicago? Steel 
is already a surplus item. Could 
it be because Senator McCarren 


: 
Rig ae 
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threatened an investigation? Why 
did Donald Nelson hasten to assure 
a California congressman _ this 
week that aluminum plants in his 
state, another surplus item, would 
be kept in operation? 

If manpower can be spared for 
these projects, how do Rep. Cos. 
tello and Brig. Gen. Hershey 
justify their plan to force a million 
4F’s out of useful jobs into work 
which is currently considered es. 
sential? ae 


In doubt: That general 


— 


What's happened to the size of metalworking plants since 1940? STEEL'S continuing 
check on metalworking employment reveals fewer small plants, more large plants in 
1944, with a very sharp increase in the number of plants employing over 1000. For 
more details and additional data on the metalworking market, ask your STEEL repre- 
sentative to show you the new 1944 Market Study. 
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istrator Chester Bowles promised 
at the recent retail federation con- 
vention in New York may never 
appear. More flexible than cur- 
rent regulations, it has been hit as 
inflationary. Blessing: Backers of 
a new organization for public re- 
lations and information executives 
claim support from one of those 
White House secretaries, who are 
supposed to have a passion for 
anonymity. 
* * * 

Investments: Although railroads 
ate handling twice the traffic they 
carried during the first world war, 


they spent less money for pas- 
senger cars in 1943 than in any of 
the previous nine years. As a re- 
sult of the shortage of materials, 
their expenditures for equipment 
of all types, including locomotives, 
freight cars and other items was 
$255,981,000, the lowest in four 
years. They operated with one- 
third less equipment and 500,000 
fewer employes than they had in 
1918. i as 


Recalled: Walter O’Meara, who 
had been doing a fine job as direc- 
tor of information for OPA, was 


called back to J. Walter Thomp- 
son, New York, to help out in the 
manpower pinch there. He has 
been succeeded at OPA by Thomas 
Donnelly, a veteran of nearly two 
years in the OPA information set- 
up, who has previously devoted 
most of his efforts to information 
work in the field. 
* * * 

OWI shifts: Maurice F. Hanson, 
who is on leave from J. Walter 
Thompson, Chicago, will be deputy 
director of the domestic branch in 
charge of OPA and War Food Ad- 


ministration programs, in place of 


A. R. Whitman, who became OPA 
director of fuel rationing. Under 
Mr. Hanson, Samuel Dalsimer, 
vice-president, of Cecil and Pres- 
brey, New York, will continue as 
OWI program manager for OPA, 
and John Graetzer Jr., formerly 
assistant advertising manager of 
Carstairs Brothers Distilling Com- 
pany, will handle programs of the 
War Food Administration. 
ok * oe 

Centralized: Discharged service- 
men will be encouraged to seek 
civilian jobs at U. S. employment 
offices, where summaries of local 
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\ WHO—WHAT—WHERE—HOW-—IN METALWORKI } 
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Employment Changes Show 
Tremendous Growth of 


Metalworking Market 


Postwar Potentials 
also revealed by 


STEEL Magazine 
Market Study 


Tracing metalworking employment 
trends since 1940, STEEL’S “census 
bureau’’ has prepared some interesting 
Statistics on the industry's war- 
time growth. 


Comparing 1944 with 1940, there has 
been a decline in the number of plants 
employing less than 100 and a sharp 
increase in the number of larger plants. 
Details of these changes are shown on 
the chart at the right. 


Many other market indicators of inter- 
est to industrial advertising men and 
sales managers have come out of 
STEEL’S continuing study of the metal- 
working industries. For instance, since 
1940 nearly 2000 new metalworking 
lants have been added to the master 
ist, representing brand new sales 
Opportunities now and after the war. 
Of special interest to STEEL'S adver- 
tisers is the manner in which all new 
plants of sufficient size and importance 
Start receiving the publication at once 
through STEEL’S plan of selective cir- 
culation control. 


60% of All Manufacturing 


The dominating importance of the 
metalworking industry as a Customer is 
best indicated by a comparison of the 
last available Government census fig- 
ures (1939) with the latest estimates. 
While the metalworking industry repre- 
sented 37% of all manufacturing in 1939, 
ithas now grown to 60% or more of 
all manufacturing on a dollar basis. 


Using the yardstick of number of plants 
and employment for each state, the 
8eographical shift of the industry has 
taised California to 6th place in metal- 
Working importance since 1940. As one 

asis for planning postwar sales and 
distribution, STEEL'S check-up details 
other interesting changes in the rela- 
ve importance of the major metal- 
Working states. 


le 


% of INCREASE or DECREASE +16%, 
in number of plants in each 
employment group 1940 to 1944 ; 
|\INCREASE | 
+46% : 
Plants saa% | 
Employing 
Less Than 9 99 50 +12% 

25 50 100 | 
-3% 250 - = $00 OVER | 

_ — -13% * 250 500 1000 ~—1000 
| DECREASE | 


eo ais in 


What's happened to the size of metalworking plants since 1940? STEEL'S continuing 
check on metalworking employment reveals fewer small plants, more large plants 
in 1944, with a very sharp increase in the number of plants employing over 1000. 
For more details and additional data on the metalworking market, ask your STEEL 
representative to show you the new 1944 Market Study. 


Postwar Outlook 


To meet the demand from advertising 
men and sales managers for more spe- 
cific data and information on the post- 
war outlook for metalworking, STEEL 
has just obtained firsthand information 
from top executives of 2976 metal- 
working plants. 


Tabulation of this data is now com- 
pleted and, along with the information 
on wartime changes in the market, the 
postwar outlook is being made available 
to provide a basis for planning ahead. 


Six important postwar questions are 
answered by the industry itself. They 
cover new product development, re- 
conversion, employment and produc- 
tion levels after the war, disposition of 
government-owned plant capacity, and 
whether present subcontracting methods 
will be continued. It is, without a doubt, 
the most complete picture available on 
the postwar plans and expectations of 
metalworking. Anyone with sales pos- 
sibilities in this—the largest industrial 
market in America—will want to 
examine STEEL’S 1944 Market 
Study, carefully. 


It is now in the hands of your STEEL 
representative. Ask him to show you 
the ‘‘Who, What, Where and How of 
Metalworking—After the War’’. Or 
drop us a line and tell us you 
want to see it. 


STEEL 
Penton Building 
Cleveland 13, Ohio 
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job opportunities will be main- 
tained for their use. Long range 
planning for retraining and reem- 
ployment of servicemen and war 
workers is currently taking form 
under a nine-man committee, 
headed by Brig. Gen. Frank T. 
Hines, and set up under a recom- 
mendation in the Baruch-Hancock 
report. The board is to coordinate 
government programs for retrain- 
ing and reemployment; to develop 
plans for orderly reabsorption of 
soldiers and workers, and to advise 
Congress on necessary legislation. 
* * * 


Surplus: Eggs are so plentiful 
that the War Food Administration 
would like every family to use at 
least a dozen per week. It is ask- 
ing dealers to sell below ceiling 
prices, at prices in keeping with 
current costs. 

* * 

Rules: The Food and Drug Ad- 
ministration has proposed defini- 
nitions and standards for cacao 
products. Problem: Less than half 
the newspaper publishers affected 
by WPB paper cuts have filed 
copies of their first quarter news- 
print orders, as required by L-240. 
Unless the data is submitted the 
printing and publishing division 
will have no way of knowing 
whether orders are in balance with 
supply. Appeals: The fourth in- 
stallment of newsprint appeals 
grants for the first quarter of 1944 
was released, showing 2,550 tons 
allowed to 18 newspapers. 

* 


Facts: Census Bureau reports in 
the “Facts for Industry” series are 
now available On power cranes 
and shovels, 1937-43; softwood 
plywood production for February 
1944, and paper and paper board 
production for February 1944. 


Three Join K&E 

Kenyon & Eckhardt, New York, 
has added three new members to 
its copy staff. They are: William 
Tyler, formerly with Foote, Cone 
& Belding; Wilson Shelton, for- 
merly with The Biow Company, 
New York; and Harry Dodsworth, 
formerly with Ruthrauff & Ryan, 
New York. 


Rich market soil for reap- 
ing a golden harvest year 
after year is found in the 
Magic Empire—30 coun- 
ties of Northeastern Okla- 
homa. With 64% of the 
State's industrial payroll, 
*51% of State bank de- 
posits **, and 52.2% of 
State postal savings ***, 
the Magic Empire is Okla- 
homa's richest (No. 1!) 
market . . . a permanent 
and constantly growing 
market because of its 
present and future indus- 
trial development. 


Cultivate this rich Market 
...today by using 
KVOO, the only means of 
completely blanketin 
these 30 counties as well 
as bonus counties in Kan- 
sas, Missouri, and 
Arkansas. 


Sources: 
*1940 U. S. Census. 
**independent Survey by 
First National Bank, Tulsa’ 
***U. S. Post Office Dept. 
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WMT’s .5 Millivolt 


power. 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


000 Watts Day and Night « 600 K 


Using FCG Standards 


Area Is 320 Miles in Diameter 


Calculations based on Appendix 
I of FCC Standards of Good Engi- 
neering Practice and using the soil 
conductivity value established for 
lowa indicate that WMT with 5,000 - 
watts on 600 ke. gives you greater 
primary coverage than any other 
station in the state regardless of 


Couple this with the fact that 
WMT operates in an area where 


‘PRIMARY AREA 
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the ground conductivity value is 
greater than the averages shown on 
FCC maps ... plus an antenna 
efficiency that exceeds FCC stand- 
ards . . . and you have the basis 
for our statement. 


You also have one of the primary 
reasons why alert advertisers and 
agency men consider WMT an out- 


standing BUY! 


A COWLES STATION 
WATERLOO 


Represented by the Katz Agency 


'Forstmann 


Shifts Account 
‘to Dreher Agency 


Passaic, N. J., April 12.—Forst- 
} mann Woolen Company, which for 
| the past four years has been serv- 
iced by N. W. Ayer & Son, has 
|changed agencies and placed its 
|}account with Monroe F. Dreher, 
| Inc., New York. 

Although the advertising column 
of one daily newspaper reported 
that Ayer had resigned the ac- 
count, a telegraphic communica- 
tion to ADVERTISING AGE from the 
agency said that this is not the 


case, and that Forstmann “is 
changing agencies on its Own 
initiative.” When queried as to 


the reason for the sudden switch 
in agencies, an executive of Forst- 
mann would only comment that 
the separation was made “by mu- 
tual agreement.” 

Exclusively a magazine adver- 
tiser, the company concentrates 
most of its copy in Life, in which 
it uses four-color pages embodying 
highly effective art work in illus- 
trations usually consuming almost 
all of the page, with a minimum 
of copy. Other magazines cur- 
rently being used are Harper’s, 
Magazine, Town & Country and 
Vogue, in which four-color pages 
are also employed. 

Last year Forstmann spent about 
$132,000 in magazines and the year 
before around $86,000. 


Appoints Miss Martin 
Helen Martin well known in the 
cosmetic and advertising fields, 
has been named assistant general 
manager and director of advertis- 
ing for Mary Dunhill, Inc., New 
York cosmetics concern. Wynne 
McGovern has been named direc- 
tor of publicity and assistant 
director of advertising for the 
company. Flora Aguilera has re- 
joined the company after a brief 


.|absence and will also assist Miss 


Martin. 


AFA Admits Twelve 


The Advertising Federation of 
America has admitted to member- 
ship Station WBRK, Pittsfield, 
Mass.; John Gilbert Craig, Adver- 
tising, Wilmington, Del.; The Boat- 
ing Industry, St. Joseph, Mich.; 
Press - Republican, Plattsburgh, 
N. Y.; Olmsted & Foley, Minne- 


apolis, Minn.; the Daily News, 
Norfolk, Neb.; News, Charlotte, 
N. C.; Wm. B. Remington, Inc., 
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Springfield, Mass.; Plain Spealcer. 
Standard Sentinel, Hazleton, Pa,; 
Farm Implement News Comp ny, 
Chicago; and Pal Blade Company 
and O’Mara & Omsbee, Inc., New 
York. 


Grove Advances Israe} 


Lon F. Israel, formerly advertis- 
ing manager of Grove Labora- 
tories, St. Louis, has been named 
works manager of the company, 


Lockheed, Douglas. 


Special Print Yields 
Improved Color Plates 


Kodachrome is the accepted, convenient way to shoot color. 


But for finest color plates, don’t ask your platemaker to work from 
Kodachrome Film direct. Give him a Chromart Print, made from 
your finished Kodachrome, because... 


.. we know how to get the most out of Kodachrome. We have 
been making Chromarts for 7 years for such accounts as 
Sunkist, Cole of California, TW A, Four Roses, Meredith 
Publishing, Consolidated Steel, North American, Boeing, 


.. platemakers have been reproducing “flat copy” dependably 
for nearly fifty years ...color-for-color. 


..a Chromart can be displayed, okayed, pasted into artwork, 
airbrushed for last-minute changes. 


Chromart Prints are priced from $44 to $100. Investigate! 


PHOTOCHROME 


837 North Fairfax Avenue 


Hollywood 46, Cal. 


ra oe comes 


6 3 2 3 


Sumitees fo talk for Joe 


school rooms of the city. 


mighty in size. 


cial WBBM program. 


If you buy advertising, you know that WBBM has been 
the biggest advertising station in Chicago for the past 19 
years. Reason: It rolls in results.* Here’s a story that points 
toward WBBM’s next 19 years. 


“JOE” in the Midwest is sweating out war work. 

He wants to know how he’s doing. 

So we've built him a five-state conference room. It’s 
“Workshop for War’—a series of radio programs right from 
the plants. “Joe” is the listener and the star—“Joe”, steel 
puddler, railroad gandy dancer, packing house employee, 
tool-maker. His stories are man-sized. They send 50,000 
watts of grim determination right down your spine. 

“Workshop for War” is a hit—morale-building showman- 
ship, genuine public service. 
influence it might have on the next generation until... 

The Chicago Board of Education asked to repeat these 
shows on its own station, to broadcast them right into the 


For nearly a generation we’ve been earning respect from 
the Midwest with big shows like “Workshop for War’... 
and also with little things like our “careful driving” warn- 
ings, broadcast daily at the times when grade schools start 
and let out. Constant community service is one 
factor that has made (and will continue to make ) 
this a mighty station—and your results from it 


But we never realized the 


* Most recently our listeners rolled in a national record 
of $20,000,000 War Bond-dollars because of one spe- 


CHICAGO'S 
Showmanship Station 
50,000 Watts - 786 kc. 
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Base Competition on Quality, Not Price 
CT ByM. D.C. CRAWFORD Gey 


Reprinted from WOMEN’S WEAR DAILY, March 15th, 1944 


OOD HOUSEKEEPING recently opened a unique type of 
library—a library which contains no books. This library 
consists of carefully selected collections of modern fabrics, 
in the middle price range, tested by experts so that they will 
give the consumer the service and satisfaction demanded. By 
far, the greatest number of fabrics of this kind are made of 
cotton. They should be fast to normal washing, whether at 
home or in laundries; fast to a reasonable number of sunlight 
hours; the shrinkage should be controlled, and the finishes 
permanent, or at least sufficiently permanent to outlive the 
style life of the garments. In other words, these fabrics should 
be adequate to the needs of the public, and to the processes 
by which the public constantly recondition them for use. 
There is nothing in the textile technology or textile science 
of today to prevent these a ae 
kinds of fabrics from being Fn 
in general use. Before the last 
war, we received practically 
all of our fine dyes from Ger- 
many; certainly, all of our fast 
dyes. We had none or few 
of the finishes which control 
shrinkage creasing. Many of 
these processes have been in- 
vented since 1918. 

The result was that the 
average woman never saw the 
same cotton dress again after | 
it had gone to any kind of a 
laundry. During World Warl ? 


vegetable indigo. Toward the middle of the 19th Century we 
entered into a period of synthetic dyes, of the undue stretch- 
ing of cotton cloth in the various processes of production, 
and of so-called “commercial fastness.” Then came the vat 
dyes, which began to be used in this country just before the 
last war, and which were imported largely from Germany. 
Now we make the vat dyes in this country in large quantities 
and at reasonable prices. We have invented, as I said, many 
highly desirable finishes. And yet, the problem of fastness 
and shrinkage, the loss of finish, etc., still exists in this fan- 
tastic garment market of ours. Why is this? 

A fraction of a cent, or a few cents, a yard makes little 
difference to the garment manufacturer, to the retailer, to the 
public; but it makes a great deal of difference to the profit 

of the finishing plant. There, 
a fraction of a cent a yard, 
where millions and millions 
of yards are processed, be- 
comes a vital consideration in 
a highly competitive market. 
But competition need not al- 
ways be reduced to price. Com- 
petition could be in quality. 
Once the retail market and the 
consumer learn that certain 
types of dyes and processes of 
finishing are essential to cer- 
tain types of garments of util- 
ity, these standards will then 
be set in the market. It is 


i $ Editors meet in Good Housekeeping’s Textile Library to select fabrics to be featured in Good House- : ‘ 
we put up with a period of keeping's fashion pages. Left to right: Nancy White, Assistant Fashion Editor, Dr. W.E. Coughlin, largely a question of learning 
careless standards in all types Textile Technologist in charge of Good Housekeeping’s Textile Laboratory, Martha Stout, Fashion the facts. 


Editor, Ethel R. Duban, Textile Librarian, Katharine Fisher, Director of Good Housekeeping Institute, 
of cloth, due to the lack of 


dye materials in this country, or to their excessive cost and 
scarcity. But these conditions no longer exist. There is no 
excuse for carelessness today. 

We have built up in this country a very large dye industry, 
one of the largest in the world; we have invented many new 
finishes of the utmost importance, particularly in the cotton 
field. The only reason now why all of our cotton goods, which 
are intended for outdoor wear and normal laundering, should 
not be absolutely fast is a difference in cost, measured in a 
few pennies per garment, often a fraction of a cent per yard. 
Qualified experts have told me again and again that this dif- 
ference in cost averages between half a cent to 3 cents a yard 
in the cost of the cloth. There is scarcely any combination of 
dyes or finishes that would cause a dress to cost more than 
10 cents for the very best of finishes and the very best of dyes 
possible. This additional cost is so slight that it can hardly 
affect the retail selling price of a garment. 

It is inconceivable that there should be any reputable store 
in America, or any rational woman, who would not be willing 
and happy to pay this slight difference in cost to have the very 
best in dyes and finishes for a garment that is intended to be 
worn at least for a season, and frequently washed or cleaned. 

Back in the 18th Century, they knew how to make fast 
prints. The principal dyes then used were either madder or 


I repeat: There is no excuse 
in American science or American industry for inferior dyes 
or inadequate finishes in cottons, except a small fractional 
cost, which hardly, in any case, could exceed 10 cents on a 


garment, and seldom could be measured in retail selling prices. 


Good Housekeeping has taken a progressive point of view, 
and is attacking the evil at its most vulnerable point—a clear 
understanding of the facts. 


Because Good Housekeeping Magazine has for many years cham- 
pioned the cause for better service qualities in textiles on such vital 
points as washability, dry cleanability, and resistance to fading and 
shrinkage, we welcome this opportunity to thank Mr. Crawford for 


supporting so ably our point of view regarding the textile industry. 
Our efforts to promote quality standards for all types of advertised 
merchandise are exemplified in the Good Housekeeping Guaranty Seal. 


aunt OR 4 RifuN oO 


cS 
" Guaranteed by > 
Good Housekeeping 


Nop WOEFECTIVEOR ow 
45 aovennisto WOES 


WE GIVE THIS SEAL TO NO ONE-— 
THE PRODUCT THAT HAS IT, EARNS IT. 


Good Housekeeping 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
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You bet, 


under The Sun! 


offers advertisers a new and hig 


“buy” in Chicago, for — 
cally and efficiently. 


with a relatively small expenditure. 


NEW YORK OFFICE: 250 Park Ave. 


e Branuam Company, National Re 


esentatives: Atlanta, 
Kansas City, Los Angeles, 


emphis, New oy St. ins red 


there’s something new 


It’s this: The Sun, newest of Chicago newspapers, 
y responsive 
market. Advertisers now find a new newspaper 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 


THE CHICAGO SUN 


CHICAGO'S eaancage TRUTHpoper 


re § ye 


Dairymen Called 
Upon fo Initiate 
Huge Sales Drive 


Chicago, April 11.—An expan- 
sion of the American dairy mar- 
ket that would require 15,000,000 
more cows was pictured today as 
a postwar prospect for 5,000,000 
dairy farmers through an aggres- 
sive program of nationwide, in- 
dustrywide advertising and re- 
search for all dairy products. 

Opening gun in the battle to 
make the housewife more con- 
scious of the food value of milk, 
butter, cheese and ice cream and 
to defend the dairymen’s present 
and postwar markets against the 
inroads of oleomargarine was 
fired by Owen M. Richards, man- 
ager of the American Dairy Asso- 
ciation, who called upon dairymen 
at a three-day postwar mobiliza- 
tion rally here to develop their 


ancisco. vast potential markets “without 


eRAS KA 
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©96.3%, coverage of Metropolitan 
Omaha... 100% coverage of every 
worth-while home. 


© 76%, coverage of the 50-mile retail 
trade area. 


® 66%, coverage of 113 Nebraska cities 
over 1,000. 


® 45°, coverage of the entire 103-county 
Nebraska and Southwestern Iowa 
market. 


DAILY, 194,698 
SUNDAY, 187,971 


6 Mos. Average Ending 
Sept. 30, 1943 


their efforts! 


Omaha World-Herald’s 
State-Wide Bond Contests 
Demonstrate ‘‘Influence!”’ 


15 ae = ‘Sr 


=—=== = 
YAY 


Nebraskans, even 400 miles from Omaha, listen when Omaha's 
newspaper speaks! 


Here’s another instance of the exceptional influence 
exerted by the Omaha World-Herald throughout its 
huge 103-county territory! 


To stimulate War Bond purchases, the Omaha World- 
Herald has sponsored 4 state-wide contests. 
over the state have really “ 
ings, published daily, spurred low counties to redouble 
High counties fought to hold their lead! 


Folks all 


dug down!” County stand- 


County War Finance chairmen throughout the state 
agree the contests helped wonderfully! 
of Kimball County (nearly 400 miles from Omaha) said: 
“I firmly believe your recent contest helped us sell many 
additional thousands in War Bonds in this county!” 


Banker Rodman 


Yes—this newspaper has real influence throughout 
Nebraska and Southwestern lowa—an influence ready 
for advertisers to utilize in promoting their products or 
services in this outstandingly rich market! 


Omaha WORLD HERALD 


One of the Nations ig more A samt 


Owners and Operators of Radie Station KOWH 


O'MARA & ORMSBEE, INC., Natl. Representatives: 


New York, Chicago, 


Detroit, Los Angeles, San Francisco 


leaning on the government.” 

“If America consumed the 
quantities of dairy foods recom- 
mended by health authorities for 
best nutrition,” Mr. Richards said, 
“the nation would need annually 
65,000,000,000 pounds of milk 
more than the 115,000,000,000 to 
119,000,000,000 pounds produced 
over recent years for heavy war- 
time demands.” 

This, he said, means that the 
present record-breaking herd of 
nearly 27,000,000 dairy cows 
would have to be increased to 
about 42,000,000. “Such an in- 
crease,” he emphasized, “would 
assure employment of about 3,- 
000,000 more persons on farms, 
more vigor for the people, better 
soil conservation and a generally 
healthier economy.” 


Warns Surplus Threatened 


Contrasting the increased war- 
time milk production with war- 
shrunken normal markets, Mr. 
Richards warned that an annual 
surplus of 10 to 15 billion pounds 
of milk is threatened when mili- 
tary, lend-lease and foreign relief 
demands come to an end. “Our 
choice, then,” he said, “is slashing 
production in a return to the shar- 
ing of scarcity; or finding other 
outlets at fair prices for dairy 
products.” A program of adver- 
tising could help avoid the former 
alternative and immeasurably aid 
the latter, Mr. Richards con- 
tended. 

John Brandt, Minneapolis, pres- 
ident of Land O’ Lakes Creamer- 
ies and of the National Coopera- 
tive Milk Producers Federation 
urged industry leaders and dairy 
farmers to begin following through 
at once on the program advocated 
by Mr. Richards. “Success on this 
program of self-help for dairy 
farmers,” he said, “depends not 
upon starting the job, but on 
oe the job—and finishing the 
oO ” 

Chris L. Christensen, vice-pres- 
ident of the Celotex Corporation 
and former dean of the college of 
agriculture at the University of 
Wisconsin, stressed the nation’s 
economic stake in the dairy in- 
dustry, and pointed out that “milk 
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ECONOMICAL... 
or package makes 48 cups 


EFFICIENTLY PACKAGED... (oon 


area your order in earls and be ready for the demaet 
Aine makers of Great Star Instantly Soluble 100% Pure Coffee 


GREAT STAR SOLUBLE COFFEE CO 


266 Witham Street, New York 7. 6.¥ Tetophone CO rtlandt 7.8765 


COFFEE DEBUT—Sol Cafe, a new de- 
hydrated coffee extract made by Great 
Star Soluble Coffee Co., New York, 
will shortly be introduced to consum- 
ers, as exemplified by this 600-line ad 
in the Journal of Commerce, New York. 
A consumer campaign will break as 
soon as greater distribution for the 
product is attained. Al Paul Lefton 
Co., New York, is the agency. 


has no competitor as America’s 
No. 1 farm crop.” He asserted 
that the 1941 “milk crop” was 
worth nearly $2,000,000,000, well 
ahead of corn with a value of $1,- 
894,000,000, and approximately 
double the value of the cotton 
crop. 

A. H. Lauterbach, manager of 


, | the Pure Milk Association of Chi- 


cago, led a panel discussion on 
problems including utilization of 
the threatened surplus; mainte- 
nance of reasonable prices; and 
recovery of markets upset by war- 
time rationing and other restric- 
tions. 


Gets Watch Case Account 


Weiss & Geller, Inc., Chicago, 
has been named by the Illinois 
Watch Case Company, Elgin, IIL, 
to direct its advertising. Plans are 
being formulated for a _ national 
campaign. 


to furnish 


dominant 
coverage 

of the rich 
Cast Texas- 
North Louisiakem 
South Crkansd a 


market 


A SHREVEPORT 
TIMES STATION 
SHREVEPORT, LA. 
THE BRANHAM CO. 
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Executives in business and 
industry comprise 45.2% of the more 
than half-million circulation of Newsweek.* 


UST why are the readers of Newsweek 
called the Significant People? There 
are actually three basic reasons: (1) The 
readers of Newsweek possess consider- 
ably higher than average purchasing 
power, both in industry and as consumers. 
(2) They are interested in new ideas be- 
cause they are mentally alert. And (3) 
they bring to Newsweek the kind of at- 
tention that makes your advertising get 
results! 

During the past six years, two signifi- 
cant things have happened as a result of 
Newsweek’s vital editorial policy of im- 
partial reporting, news significance, and 
forecasts of the future. One: Circulation 
has increased to more than 550,000, a rise 
of 78%. Two: Advertising revenue has 
increased, among general magazines, 
from twenty-second to fifth place. 

* According to a recent survey, the results of which are being 


presented in a series of advertisements in this magazine. Further 


details on request. 


¥ ss 
70% of all Newsweek families belong to one 
or more business, social or civic clubs." 
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‘Four-Handed Baby’ 


To the Editor: Perhaps the 
“four handed baby” depicted in 
this Drano ad might be of inter- 
est to your readers. 

While placidly holding a cup of 
milk to her lips, the young lady 


makes herself useful by hoisting 
buckets of sludge through a man- 
hole. 

After years of wrestling okays 
out of clients and having them 
fine-tooth comb every word and 
every illustration, I wonder how a 
layout freak like this ever gets by. 

ORVILLE E. REEp, 


Detroit. 
Selling the Product 
Is Still the Idea 


To the Editor: I am a strong 
believer in telling what the prod- 
uct does, instead of straining for 
a headline, as mentioned in your 
Mail Order feature, “The Pay-Off,” 
wherein it quoted the Alexander 
Hamilton Institute ad, with the 
headline “Years That the Locusts 
Have Eaten.” 

I recall attending an advertising 
seminar at which many prominent 
agency men were speakers and 
teachers. At the time I handled 
General Electric sales promotion 
for the western region, and 
asked one of the speakers if he 
thought the headline “Every Wo- 
man Should Have at Least Two 
Irons” had all the necessary fire 
and romance, etc., that the semi- 
nar seemed to be sponsoring. The 
speaker was embarrassed because 
he happened to be the agency man, 
and avoided a direct answer—but 
it happened that this particular 
advertisement featured 3-pound 
irons and 6-pound irons, with par- 
ticular emphasis on the 3-pound 
iron as the No. 2 iron that “every 
woman should have.” It sold out 
all the 3-pound-irons in the United 
States within 30 days—just one 
ad! No romance—no drama— 
nothing! 

It has been my experience to 
see the wisdom of employing head- 
lines that tell something about the 
product and don’t reach out to the 
clouds for an “effect.” Ask any 
department store what they think 
of the power of Pabco’s present 
program of “featuring the fea- 
tures” of Pabco inlaid linoleum. 

FRED W. REA, 

Manager, Advertising, Public 

& Industrial Relations Depart- 

ment, The Paraffine Compa- 

nies, Inc., San Francisco. 
. FT 


Baruch Report 


To the Editor: I am indebted to 
you for the interesting article in 
your publication regarding the re- 
port which Mr. Hancock and I 
submitted to the Office of War 
Mobilization to meet the problems 
of war and postwar adjustments. 

It was with great satisfaction I 
noted your friendly attitude and 
the complimentary manner in 
which you referred to what we 
had done. 

I am sending you a copy of the 
report under separate cover, for 
your files. 

Thank you for your interest. 


BERNARD M. BARuUCcH, 
New York. 
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Woolfoam Sweater Girl 
To the Editor: The enclosed 

sweater girl is working in depart- 

ment, grocery and chain stores. 


No, it isn’t “Gladys, the Beautiful 
Receptionist,” it is the Woolfoam 
Sweater Girl, 


created by our 


This department is a reader’s forum. 


agency, Redfield-Johnstone Com- 
pany. 

This sweater girl talks to women 
from magazine and newspaper ads, 
from display cards and from post- 
ers. She’s telling them about the 
miracle wash for wool—and that 
Woolfoam’s only job is to wash 
fine woolens clean . . . sweaters, 
infants’ wear, blankets, socks and 
all fine woolens. Well, the sweater 
girl in the enclosed circular tells 
the whole story. Want to intro- 
duce her to my fellow admen, who 
read ADVERTISING AGE too? 

ARTHUR A. STARIN, 

Advertising Manager, Wool- 

foam Division, Wool Novelty 

Company, New York. 
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DMAA Members Approve 


To the Editor: Thanks a lot 
for the space given over to my 
letter to the members of the Direct 
Mail Advertising Association in 
the March 13 issue, Page 12. 

It might be interesting to you 
to know that a great many of the 
members have written in saying 
they would use the idea and 
thought it would be an excellent 
public relations effort. 

HOWARD KORMAN, 

Manager, Merchandising and 

Sales Promotion, McCann- 

Erickson, Inc., New York. 
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In Times Like These... 


To the Editor: Away back in 
1939, after years of painstaking 
copy research and fidoodling, I 
personally perfected the magic- 
clincher phrase, “You’ll Be Glad 
You Did!” 

It musta been good, for just this 
morning I heard three successive 
commercials for three successful 
products (Wonder bread, Stan-B 
vitamins, Carter’s liver pills)—all 
winding up with “You'll Be Glad 
You Did!” 

This must mark the beginning 
of a copy trend. Let’s fervently 
hope it will never attain the uni- 
versality of “Now more than ever 
before” or the other venerable 
stand-by, “In times like these. . .” 

FRANK QUINN, 

Cramer - Krasselt Company, 

Milwaukee. 
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Farm Research Group 
Starts Operations 


To the Editor: As one of your 
subscribers, I thought the follow- 
ing information may be of interest 
to you. 

Samuel R. Guard, editor of 
Breeder’s Gazette, has accepted 
my invitation to assume the presi- 
dency in establishing the Agricul- 
tural Research Association as an 
aid to postwar planning. We 
started operations April 1, and our 
work consists of specialization in 
research, educational surveys, and 
public relations engineering as it 
applies to the farm market. 

Mr. Guard has been a recog- 
nized farm leader and radio com- 
mentator for many years. Several 
years ago he was director of the 


THE WOOLFOAM GIRL—A sweater 

girl is telling women all about Wool- 

foam in current advertising of Wool 
Novelty Co., New York. 


Letters are welcome. 


Sears Roebuck Agricultural 
Foundation, which included radio 
Station WLS. He was the first di- 
rector of information for the 
American Farm Bureau Federa- 
tion. 

The writer has spent 15 years in 
educational research, public rela- 
tions and consumer relations. My 
services have been used by lead- 
ing manufacturers, food chains, 
mail order houses, department 
stores and insurance companies. I 
have been a pioneer leader in con- 
sumer education as it applies to a 
better understanding between pro- 
ducer, distributor and consumer. 

CHESTER K. HAYEs, 


Secretary, Agricultural Re- 
search Association, Chicago. 
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Morgenthau Praises 
Business Publishers 


To the Editor: The success of 
the 4th War Loan drive is an his- 


toric expression of the will and 
the way of freedom. It could only 
happen here, and it did happen 
because of the cooperation given 
so freely by so many Americans. 

The generous assistance offered 
to the Treasury Department by 
the business publishers of Amer- 
ica throughout these continuing 
campaigns has elicited my ap- 
preciation in the past. I cannot 
forego this opportunity to express 
again my gratitude for another 
job well done, and well done in 
the democratic way. 

For your many contributions to 
this most important home effort 
—my heartiest thanks. 


H. M. MorGENTHAU JR., 
Secretary of the Treasury, 
Washington, D. C. 
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The Fruits of Saving 


To the Editor: We thought you 
might find of interest the attached 
card that was passed out- to all 
Miller workers, along with an 
orange and an admonition to them 
to “Enjoy the Fruits of Saving.” 

The purpose of this was to get 
workers salvage conscious. In 
other words, the War Production 


Advertising Age, April 17, 1944 


Board had asked that a greater 
consciousness be built up amon 
industrial workers to the end that 
they would salvage _ greater 
amounts of waste materials from 
their homes. Of course, we would 
have distributed the ordinary run 
of form folders, but we do know 
workers like simple things — like 
to be entertained, like human in. 
terest things. 

We feel the result obtained 
showed that we were right in our 
thinking. We had scouts dis- 
tribute the oranges and cards at 
the factory gate when the workers 
were leaving the plant, and on 
surveying the streets in the vicin- 
ity of the plant, we did not find 
any of the cards strewn in the 
gutters. So it is evident that they 
were taken home and retained, 
We also found that the morale of 
the workers was built up to quite 
some extent through this distribu- 
tion, thereby accomplishing a 
double purpose. 

H. L. HARRISON, 

Director of Advertising and 

Public Relations, The Miller 

Company, Meriden, Conn. 


OLLARS grow on the hoof in Iowa. A pig 
today is a farmer’s profit tomorrow—rung 
up on some town or city cash register of urban 


Iowa a few days later. 


Millions of such pigs’ feet are trotting around 
fat Iowa farm lands. They carry a steadily in- 
creasing load of dollars for lowa families to 


spend quickly for things near 
desire . 


That yearly flood of urban purchasing power 
steadies the pulse of trade in thousands of solid 
towns, in scores of centers of industry in 
It’s a great market today— 
and your best prospect of a steady market if 


-—R. «e T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes Momes REGISTER and TRIBUNE , 


Hawkeye land. 


m erowing d 


. . just part of the biggest farm income 
that any state pours through urban outlets 
into the stream of national wealth. 


ollars 
Smart Sales Managers Can Get 


fessions. 


their hearts’ 
readers. 


peace comes tomorrow or two years from now. 


Within greater Iowa is a concentrated mar- 
ket—R & T Iowa—that includes the cream of 
industry, agriculture, business and the pro- 
Its boundaries are printed pages, 
pages whose editors have earned the faith of 
Iowa because they have kept faith with their 


R & T Iowans are paying their debts, are 
socking money away in banks and bonds and 
rightly priced productive land. Come war or 
peace, the good black Iowa dirt, the richest on 
earth, will continue to spout wealth. from fields 
or grow it on the hoof that R & T Iowa will 
spend for products that have won their favor. 


) 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 


t 
2 
|: 


: a . : ‘ ne , ee ; a: a oe bss) fs : : i | Chae ' 
4s ge ie n ; = “i i: eG ila eS _ le “A ee cs ae as 
= eee tie 22 eo al Ne 2 OY ow 

ie . : ¥ . - : ‘ i ee 7 3 a 
ap en im a Te , . . . ‘ 
4 - a 
; | OO Tek ae Fite. 52 UO MG EM" LGPL LT EE EO 

: y) / “2 : SE 
we iy pate 3 f ae 
 &§ C VQ SVE VG Z AL “« 

‘ VC ede Cons Bei as ae 
a4 ‘ “Sm Wit ED ORME Sei 

; ee =n 
ee 
; . . | ' 
AAS 4 | | 
© a ' 
aan re: “ ‘ : 
ey 4 . » 2 nee, j 
4 F where you ay. y 
your baby’s nop | : 

: : | 

: .. — 

7 i _ | : 
- — ee | 
i > w. 4 i . 
i y ' youriink = 

y fo ; isa hotbed of live 
fl be, ui ’ 
ie i Sewer Germs P| 

- 4 a toy Molaok Loborgiore® 

7 SE 

~ : 

"e a 
4 — 
& a ee ee os a 43 EE:  * ~ a ass wax: ee 
" ae i oe ee ae , ee . 
emt eet eee Peden ‘ ta oe Ces ramen 631 ee ‘acl . i. . 
om oa eae Cae “ Ea ee mere ee arene i — ik ssigeshl tia a 
ae P. ee Jian eo — ‘SS Od | eee A 
‘ : fae a a rae oS a : : 
ee me a is (AR aig) 8 9 oe DP a — “ J = 
sl . an ls = , 
" F : fa4 Bn a5 ~~ gage > ae 4 ‘4 i 4 q = —— ae 2 al aia - —— is F oe x a aa ct. . 
a i ee ree bas _ Z a 3 P a : on Pr ee ee, 7 4 e i oe a 

heat ee ae i ‘. ; Lat = a ‘ ‘- a Fy 

i ¢ ae eee ie we se : P 7 ea a | —_——a a po a “- ie 
| ae pe Spey sh 4 he Pas ys were i . Ve es i per: 

i, “ ; ¢ pecemee a om ee ie Rr eee Pe 2 ft gh Eire eg eee Oy a 4 

= — — -. ae a ea Sagem. aa Ss ae 
— if Eo x ae ee ?) aa ct 2 ly ae on ee art ee a 
os ‘ _—_ a. - i eae aes Sok! ke re * oe eee 
a : co Be ce : sss: is: Bee a < a, Fi es “ ~ i ae CH fd - : es “7 gan : | 

; 4 ; Bp: ie Sea e Re — muse’ et hacen er. Ce "eS ele ae See: é 
bis iw! OO! lO OL OS ee a .. ee 
" Cee.) | i eee a 
- >. ee c = — é i a ann my “ 4 f. pL alien a Sy Pam 5 - oid ge pees 3 a a i 
ee eee I ee: ; . oe : 

: -£ ‘aoe 6 >, Re gg = E> 1 a. fe is = Seria ~ es = 
id oe oa a, a = ne et cs iee 

ae 2 Sa Pe fee i ; es 2 Pe Sam RY weer ee > ie gs < es . pi 

re Meteg Fo wee gle? fe j = Fees oe Semper or % Siiice A z » i 

| % ae es 2 Ak ee ‘ oi he 4 : 2 

si ss ‘, : ee o re See cits ae * : ae ee 
: a, Rey —— gta! wey 5 ee a Se ae ei A = ee 
ial — = ae en RU al ee 4 ; oh 
| ' Boe a ee ee i =.* 
: * SS a oh, eae a Be pe a ee y a " Z ; % ee i. ioe ‘ 
rs ' — oe con Beas — ee ae oF ae ones ae zs ; he nf ; { , i as — 

: oe & OE ee i Wale: sta 
Say 8 ee as , ee ia -s ie i sea sae re: a PE Pe ; 
= : De & Rey oF 1 oR Naa rod Pfs : # E are ok ae 

: bins bs aN aa re bet Limited ma at , Pa <i. oo an pe 
OE = aa “ ° 'Z P " as iv ‘ ae of an 
is be esiy’” ee o Hy ey << 4 a 
ae 3 a ip... nas, “te cy ie 
e ee am | a ioe " 
3 o> ae ek al . a V4 a ee 
= ’ : , ie ts” i ee eee r : 
a R ve ~ ee Fee, : Se sis " Me Se oad a). ae 
: ee ee i - : ; :  * ieee eg es . 
aaa 4 bie ie — i aig eieg ee: Teta 
b : ess aati) ¥ mati = le : 
= i pe ; a . 
x 
ee | 

a ’ 

| 
2 a 

; | CC ee 

o : wert 17 1S GARLS /... 
si iat 
- | 

| , b ower THE SUDS 
aN 
= Te Keep Your Woe! Things Looking Like NEW! 
“am -” <aumguien Guten fun oo algun oo am estan tee 
ge ; ee tes 
es / te Darter ant Rerubes Beater em 
, Wn suse Sa 
; or oe 
ae tee 
woos 2621, 
v wash aan 
—a Shwe: 
Le! - a pou 5 \s e| 
Li ry \ re 
J — 16 \naery = 
; o seuras') 40 ) 
te 4 : 
Made {or Wool by a ; 
| | 
eee ; eT ha re = yaad ie eee 4 x sh Te es a | 2. git 
‘ Pee ef = es he re) = » rs : a: Res eee ay ee TUNE T stew re 
, * bai eS ae rage we 4 i ee fk : ok * * " 4 s * r 7 ol 


ae ¥ 


| as a basic unit 


in its national magazine 


campaign for 


; RAZORS and BLADES 


(campaign prepared and placed by 


Federal Advertising Agency, Inc.) 


American Safety Razor Corporation uses Che New Pork Simes Magazine 


Because The New York 
Times Magazine is 
read by a nationwide 


audience of men who know 


quality, want quality, 
buy quality —advertisers 
include it in their basic 


magazine schedules. 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Golden Wedding 
Moves to McC-E; 
No Copy Planned 


New York, April 12.—For the 
second time in six months Schen- 
ley Distillers Corporation has ap- 
pointed a new agency for Golden 
Wedding whisky, which advertis- 
ing-wise has been a virtual cas- 
ualty since early 1943. Latest 
agency to get the account is 
McCann-Erickson, appointed this 
week. 

Not since 1942, when there still 
was a goodly supply of Golden 
Wedding to be had, has the prod- 
uct been given any extensive pro- 
motion, and during that year 
Schenley spent about $216,000 in 
newspapers and around $77,000 in 
magazines. At that time Foote, 
Cone & Belding had the account. 

As the product became increas- 
ingly scarcer when Schenley de- 
cided, in the face of continuing 
shortages, to concentrate its. pro- 
duction and advertising on a few 
of its bigger and better brands, 
the company practically eliminat- 


Tt eee 


(82.3% of 


independent shoe 
merchants forecast 
one or more of these — 
_pestwor improve- 


ea, 


NEP ORS 


dollars. 


. Store Interiors 
Lighting 


sonia Tes Se 


PUT IN YOUR BID: -WOW 


to Equip the Shoe Store of 
Tomorrow 


Building, rebuilding, decorating, furnishing and equipping it will 
be a major after-V-Day industry — running into many millions of 


And — most forward-looking shoe merchants (82.3% according 
to a recent Boot and Shoe Recorder survey) are planning their 
ments: ' stores of tomorrow — today. They are anticipating a surge of 
business from an un-rationed, shoe-hungry nation, and realize 
that they must meet intense, well-equipped competition with 


attractive, efficiently-planned stores. 


- Store Fronts 
Fixtures 
Furniture 
Floor Covering 
Wall Decoration 
Signs 
Curtains and — 
Draperies 
Air Conditioning 
Heating Units 
Displays 
Fitting Appliances 


thing about it, right now. 


and your plans. 


Wall Paper 
Paint 
Etc., etc., etc. 


The check list, at the left, from our survey shows some of the 
products and services that will be needed in the great ‘Shoe 
Store of Tomorrow” market, in the years right after the war. If 
what you will have to sell is listed, it’s time for you to do some- 


Time to start telling and selling the thousands of key merchants 
who read and rely upon Boot and Shoe Recorder, about your product 


A Chilton @ Publication 
(100 Gest 42d Street, New York 17, N.Y. 


ed all Golden Wedding advertis- 


ing and the product almost]: 


disappeared from the market. 

Last October FC&B_ resigned 
the account, with Schenley trans- 
ferring the brand to Peck Adver- 
tising Agency the same month. 
No Golden Wedding advertising 
has broken since and none is ex- 
pected to break through McCann- 
Erickson until the tight liquor 
situation is considerably eased 
and the brand reappears on the 
market. 

However, Seymour D. Hesse, 
Schenley’s advertising manager, 
told ADVERTISING AGE that the 
agency in the meantime would 
develop new packaging changes 
for the product and prepare ad- 
vertising material for the day it 
becomes propitious to release 
schedules. 


Wakeman Leaves WPB 


Arthur G. Wakeman has re- 
signed as assistant director of the 
WPB forest products bureau. Prior 
to his assignment with WPB in 
March, 1942, Mr. Wakeman was 
connected with the Fox River 
Paper Corporation, Appleton, Wis. 


Joins Sperry Gyroscope 

Everett Nelson, formerly on the 
advertising and public relations 
staff of Bausch & Lomb Optical 
Company, Rochester, N. Y., has 
been named public relations direc- 
tor of the Sperry Gyroscope Com- 
pany, Brooklyn, N. Y. 


Opens Television Series 


A series of television programs 
has been launched over Station 
WBKB, Chicago, by the Marine 
Corps. Staged by Marine per- 
sonnel, the shows will feature the 
history and activities of the corps. 
Initial program was staged March 
30, with future programs sched- 
uled for every other Friday, be- 
ginning April 14. 


William King Jr., vice-presiden; 
of Olian Advertising Company anj 
president of the St. Louis Adver. 
tising Club, has been called to th 


armed forces. Mr. King has bee, 
a member of the St. Louis adcly 
for the past seven years anj 
served on the board for three yea; 
before being elected president lay 
October. 

At a special board meeting, 4 
Mescher Jr., Oakleigh R. Frenc 
& Associates, was elected to ij 
out the unexpired term as presj. 
dent. Frank Cornwall, Browy/ 
Shoe Company, has been name 
first vice-president. 

Carl Dozer, with the sales staf | 
of WCAE, Pittsburgh, has joined | 
the Marines and will report hé@ 
Quantico, Va. 

Howard M. Paul, commercial | 
continuity writer with WTMjJ.| 
WMFM, Milwaukee, before he} 
joined the Navy in October, 194) |” 
has been promoted to lieutenant 
senior grade. He has served at the] 
Naval air technical training center, | 
Chicago, since January, 1942. 4 

Walter W. Seifert, with the pub-|— 
lic relations staff of N. W. Ayer &| 
Son, New York, has received a 
commission as lieutenant (jg) in 
the Navy, and has been assigned 
to duty in Washington, D. C. 

Suzanne Marsen, of the agency's 
radio department staff, has joined 
the Waves. 


Kaplan Named Partner 


With the addition of Alvin H. — 
Kaplan, formerly vice-president : 
of Rose-Martin, Inc., as a partner of 
to Siesel & Bruck, New York ad- — 
vertising agency, the name of the 
agency has been changed to Kap- | 
lan, Siesel & Bruck. | 


WORCESTER, Massachusetts ——— 


44372 


PER FAMILY 
. Effective Buying Income 


For the year 1943, Sales Management estimates” | 
Worcester’s effective buying income per family at \ 
$4,437.00 —a gain of 10 per cent over 1942 when 
Worcester’s average family income topped the U. S. 
average by 40.30 per cent. 


*Preliminary estimate subject to confirmation '" 
Survey of Buying Power May 10. 


POPULATION: City Zone 235,125. City and Retoil 
Trading Zones 440,770. This rich and densely- 


populated area — a 


MUST Market in New England 


—is blanketed by The Telegram-Gazette. 


| The TELEGRAM -GAZETT 


WORCESTER, MASSACHUSETTS 
; GEORGE F BooTH Pubiisher- 


ASSOCIATES, NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 
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What is the «rend of consumer acceptance of 
substitute brands when the store is out of stock? 


What do housewives know about "Grade Label- 
ing"? (It's amazing!) 


What proportion of Milwaukee families buy 
most of their grocery products in independent 
stores, regular chain stores, super-markets, in 
comparison with past years? 


What big changes have taken place in favorite 


In 21 years of fact finding reports by The Milwaukee 
Journal Consumer Analysis, no one edition has bulged 
with so much information for marketing men. Here are 
scores of answers on what people buy, when, where and 
how—and comparisons with previous years. 
solid information direct from consumers—their prefer- 
ences in products, brands and stores; their needs, wants 


nn on Wartime Trends ; 
din Buying and — 
= abitaaed Habits a 


grocery shopping days and quantities bought 
at one time? 


What do people plan to do with War Bonds? 


How many families plan on buying a new auto- 
mobile—and how soon after new cars are 
available? 


What brand of coffee has 40% consumer pref- 
erence in Milwaukee? 


Here is 


Invaluable to Sales and Advertising Executives 


What percentage of families need major repairs 
or replacement of each type of electric ap- 
pliance and other items of home equipment? 


What is the Milwaukee market for vitamin tab- 
lets and capsules? What brands are preferred? 


How many Milwaukee homes need painting? 


Where do people buy most of their drugs, cos- 
metics, toiletries? 


and plans; their changes in buying and living habits. 
If your interests are grocery products, drugs, toiletries, 
automotive products, home appliances or equipment, 
paint, tobacco or liquor, this survey is your meat. To 
geta copy, write our General Advertising Department. 
Or in New York, telephone O’Mara & Ormsbee, Cale- 
donia 5-9544—in Chicago, Franklin 1590. 
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Furniture Company, Waterloo, 
Ont. Full pages in color will be 
used in magazines to feature the 
company’s Sanibilt sectional fur- 
niture. 


Gets Furniture Account 


The Walsh Advertising Com- 
pany, Toronto, has been named to 
handle the advertising of Snyder’s 


WEEEREAM HART ADLER, Enc. 


$40 North Michigan Avenue 
~ €MEICAGO 11, ILE ENOES 


hy WI yp, 


=° that 


"spat les Advertising Counsellors 
ePunlw’ 


Apex Railway Products Co. * Automatic 

Burner Corp. * General American Transportation 
Corp.; General American Aerocoach Co. ® Great 
American Furniture Co., Inc. © Hopax Electrical 
Devices, Inc. * S. Karpen & Bros. * Link-Belt Co.; 
Link-Belt Speeder Corp. ® Luminator, Inc. 
Milwaukee Chair Co. ® Mitchell Mfg. Co. 
Racine Motor Coach Lines, Inc. 
Sunray Fluorescent Co. * Union Asbestos 
& Rubber Co. * Vapor Car Heating Co., Inc. 
| Visionator, Inc. 


Clients 


FIC Refuses to 
Drop Jeep Action 
Against Willys 


Washington, D. C., April 12.— 
The “Battle of the Jeep” entered 
a new phase today when the FTC 
brushed aside a motion to dismiss 
its complaint against Willys-Over- 
land Motors, Inc., and scheduled 
hearings beginning next week in 
an effort to sift conflicting claims 
for the paternity of the famed 
military vehicle. 

Almost a year old already, the 
case had been on the FTC file 
since last May, when the Commis- 
sion asserted that Willys advertis- 
ing attempted to create the im- 
pression that the firm had invented 
the jeep, and that its passenger 
cars contained the same qualities 
of durability and economy as the 
jeep. ; 

Since the jeep is viewed as an 
attractive postwar product by at 


least one other manufacturer, the 
fight over its invention has been 
waged in newspaper and magazine 
advertising, with incidental con- 
tributions in the form of press 
statements by high military of- 
ficers. 


Four Produce Jeeps 


Four firms, including Willys, are 
now producing jeeps for the armed 
forces. These include Ford Motor 
Company, American Bantam Car 
Company, and the Minneapolis- 
Moline Power Implement Com- 
pany. The latter firm, with a view 
toward the farm market for jeeps 
after the war, has aggressively 
stated its own claims to the 
vehicle and intervened in the FTC 
action against Willys, while Ameri- 
can Bantam is generally credited 
with launching the first complaints 
against Willys advertising. 

At a hearing here last month, 
Willys sought dismissal of the com- 
plaint on the ground that the ad- 
vertising was not intended to cre- 
ate sales since no jeeps were of- 
fered to the public. Representa- 
tives of the Minneapolis firm, and 
the FTC legal staff asserted that 
Willys was attempting to build 


SEATTLE... Galeway lo the Mlashan Empire 


Many people think of Alaska as a cold, barren, 


unsuitable place to live. Here are the facts: 
Alaska’s coastal climate is comparable to Scotland’s; 
more temperate than that of Minnesota or Wiscon- 
sin. Rugged, yes — but 40 million acres of Alaska 
can be profitably cultivated. The soil is fertile and 
highly productive. Much of the Territory is being 
opened for homesteading. Oil, coal, mineral, and 
lumber resources are almost limitless. Gold produc- 
tion alone totals $25 million a year. Almost three- 
fourths of all North America’s canned salmon is 
packed in Alaska . .. a $35 million annual industry. 
Millions of pounds of fresh and frozen fish are : 
shipped from Alaska to Seattle. Fur farming is 
becoming big business . . . and there is every indi- 
cation that Alaska’s future pulp production will 
employ thousands more men! 


Seattle is the metropolis of this tremendous 
empire. Practically all of Alaska’s vast wealth and 
commerce (exceeding $100 million a year) funnels 
through this world seaport city of destiny. For years 


Seattle will grow and prosper with Alaska. Already a city of 
over 500,000 with far above-average per capita income, Seattle 
is one of America’s brightest, most permanent markets. 
these facts in mind in making your plans for the future. The 
SEATTLE TIMES covers Seattle intensively. It is the pre- 


ferred newspaper in 7 out of 10 Seattle homes. 


Represented by O'MARA & ORMSBEE, INC., NEW YORK * CHICAGO * SAN FRANCISCO * LOS ANGELES 
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boats and planes have been leaving Seattle almost 
daily to this great and growing American frontier. 


ABOVE ALL SEATTLE PAPERS 
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ILLINOIS UNION of TELEPHONE WORKERS 
PROPOSED STRIKE BALLOT 
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FOUR FUNDAMENTAL FACTORS 


A Since January 1, 1941, the Plant group has hed three basic wage 
(nerences totaling more than the 18 per cent limit set by the Federal 


being propresd by Union officials in apite of the fact 
nostrike pledge in order to 


TELLS STORY TO PUBLIC — Illinois 

Bell Telephone Co., Chicago, used 

large-space newspaper advertisements 

last week to present its side of the 

case to the public in advance of a 

union vote on a proposed telephone 
workers’ strike. 


good will which would effect fu- 
ture sales. 

In overruling Willys’ motion for 
dismissal, FTC ordered hearings 
to begin in Toledo Tuesday. The 
trial examiner, J. Earl Cox, is to 
hear both Willys and Minneapolis- 
Moline, which is recognized as an 
intervenor, before closing the case 
and reporting the evidence. 

In addition to Willys-Overland 
Motors, Inc., individual officials of 
the firm, and of United States Ad- 
vertising Corporation, were named 
in the FTC complaint. 


Two Join Tyson 

J. Kenneth Warren, formerly 
with General Foods Corporation, 
has joined the copy staff of O. S. 


Tyson & Co., New York, and 
Frederick C. Hoffman, formerly 
with Diehl Mfg. Company, has 
joined the agency’s production 
department. 

Duffy Joins Grey 

Harry J. Duffy, with N. W. 


Ayer & Son for the past 25 years, 
has joined Grey Advertising 
Agency, New York, as media di- 
rector, succeeding Maria J. White, 
who resigned April 1. 
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2 gqenius? 
Not according to Webster, but the way this gent makes color 
separations puts him right up there in that upper stuff class. 
Cameras, chemicals and metal have always been essentials in making 
engravings, but they take more than a robot to make them function. ~ 
Every man in our gallery has a soul for photography. He is always 


positive about his negatives and knows the finished engraving, color or 


black and white, must have its foundation through his lens. We think 


this is one of the reasons that keeps us well occupied day and night. 


COLLINS MILLER & HUTCHINGS 
Chicago Photsengravers 
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Joins ‘Drug Topics’ 

W. G. McMahon has been named 
eastern sales manager of Drug 
Topics, New York. 


ONE REASON WHY 
NO BURTON BROWNE CL! 
ENT HAS A COMPETITOR 
WITH BETTER ADVERTISING 


BURTON BROWNE 


ADVERTISING 
CHICAGO + DELAWARE 3800 


Civilian Goods 
Increases Banned 


in Surprise Order 


Washington, D. C., April 12.— 
WPB officials showed the teeth in 
their oft-repeated warning that 
production of civilian goods must 
await successful invasion of Eu- 
rope, with an unexpected order 
today banning any increase in 
civilian goods output in 183 im- 
portant industrial areas, and par- 
ing down other civilian programs 
to a minimum. 

Adopted as a device to slow the 
turnover of manpower in areas of 
critical labor shortages, the order 
imposed a flat ceiling on any new 
programs in the areas involved, 
and called for a review of all 
existing civilian programs to cut 


them back to first quarter levels. 

While the action did not affect 
Group 3 and Group 4 manpower 
areas, it applied to sections of the 
country that contain more than 
60% of the nation’s industrial 
equipment. It made provision for 
special exemptions in Group 2 
areas where it could be demon- 
strated that the activity would not 
interfere with any military pro- 
gram. 


Iron Program Hit 


First victim of the civilian pro- 
duction cut-back was the much 
discussed program for 2,000,000 
electric irons. The plan, drawn 
up by the Office of Civilian Re- 
quirements, was shrunk to 200,- 
000 irons, and nine of 30 interested 
firms, all in Group 3 and Group 4 
areas, were authorized to begin 
production. 

The freeze on civilian produc- 


tion in critical and tight labor 
areas was intended to reduce the 
incentive among war workers to 
switch to civilian goods industries 
with attractive postwar prospects. 

A complete surprise, it is ex- 
pected to be of a temporary na- 
ture until certain urgent war pro- 
duction programs are in hand. At 
the same time that the ceiling on 
civilian production was imposed, 
WPB announced that an overrid- 
ing priority for production of 
heavy artillery had been granted, 
to put these important invasion 
weapons on a par with the land- 
ing craft program. 


Freeman to Meyer Both 


Arthur Freeman, formerly with 
Gimbel Bros., New York, has 
joined the executive staff of Meyer 
Both Company, New York. 
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SUSIE, A gTENo 


From nine to five—and overtime, Susie’s busy as a beaver. 
and quick, she’s the model business girl. 
job is Susie’s daily aim, as well as that of all America’s nine million busy 
business girls. 


But at the end of her bustling day, Susie becomes the boss—boss of her 
weekly paycheck now, and future boss of the family purse strings. Her 
shopping time is short, her budget limited. 
heads straight for CHARM, the magazine devoted exclusively to the business 
girl’s fashions and interests. She knows that CHARM is her infallible guide 
to what, and why, and how to buy! 


She has to buy wisely. 


P. S.: Did you know, over 400,000 BGs* bought 
CHARM in December, 1943? 


CHARM 


The Fashion Magazine for Business Girls 


122 East 42nd Street, New York 17, N. Y. 


On her toes, alert 


To please her boss, and do a good 


* BG = Business Girl 


So she 


Advertising Age, April 17, 1944 


U. of C. to Study 


Greeting Card Function 


Financed by Gartner & Bender, 
Inc., Chicago greeting card manu- 
facturer, the Business Problems 
Bureau of the University of Chi- 
cago is setting up machinery to 
study the function of the greeting 
card as a means of social com- 
munication. Prof. W. Lloyd Wir- 
ner, chairman of the U. of C. com- 
mittee to study human relations in 
industry, said the inquiry is in- 
tended to develop a better under- 
standing of the needs which greet- 
ing cards must serve and to estab- 
lish their function as expressions 
of human emotions and interest. 
Many hundreds of cards will be 
classified and used in the survey, 
and responses will be studied in 
the light of possible formulation 
of what types of symbol evoke 
particular sentiments. It will be 
the first study of its kind. 


Rembe to Campbell 


Karl A. Rembe, formerly with 
the sales staff of Station WIND, 
Chicago, has been named an ac- 
count executive in the Chicago 
office of the Campbell-Ewald Com- 
pany. 
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0 THE EMPIRE STATE 


‘The Albany Market Today 


POPULATION — Over half a 
million people, 154,000 fami- 
lies. 

EFFECTIVE BUYING INCOME 


The Post War Albany Market 
Will Not Be Materially Different 


POPULATION—Absence of war- 
time shifts eliminates the post- 
war problem, 


EFFECTIVE BUYING INCOME— 
The same people who lived here 
before the war, and will remain 
here after it is won, will have more 
money to spend than ever before 


RECONVERSION—Maijor industries 
increased their production and di- 
verted it into war channels. With 
the return of peace, this production 
can be redirected to civilian markets 
almost immediately. 


Develop Post War Albany Now 


Promote your name, trade-mark and 
. Product now, among the very people 
who will buy them when the peace has 
been won. This can be thoroughly ac- 
complished with the use of a single 
newspaper. 


THE ALBANY TIMES-UNION 


Daily—43,441 circulation, 50% coverage 
of the important Albany City Zone, by 4 
paper of acknowledged acceptance and 
prestige, at an economical 13c rate. 


Sunday—94,524 circulation, 22¢ per line 
the only effective coverage of the entire 
market by one newspaper. 


IN COMBINATION— coverage of 
all parts of the market at a 30c rate, yielding 
the lowest milline in this area. 


ALBANY TIMES-UNIO': 


DANY AND SUNDAY 
A Hearst Newspaper 


Represented Nationally by 
HEARST ADVERTISING SERVICE 
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CONOMY was the topic, and the boss was giving all 
E of us the benefit of his views in a bulletin on first 
principles. 


He opened'up with some plain truths about newspapers 
— “circulation is the seal of public approval — the only 
way to get and keep dominant circulation is by the 
merits of your paper” — things like that. 


He counseled us “never economize on your product” — 
on our processes, yes, on our product never — “effi- 
ciency is the best economy.” 


Then he wound up with the line which disclosed his 
whole philosophy and which turpentined us into ac- 
tion: “One way to save more money is by making more 
money to save.” 


It was years ago that this bulletin went out, but we 
think its viewpoint expresses a policy which America 
and the American people would do well to ponder now 
as we make ready to face the future. 


When this war is over, we shall stand on the threshold 
of the greatest era for our people we have ever known, 
if we have sense enough and energy enough to make it 
come real. 


We'll have to work to get it, but the makings of it are 
surely there, and we shall work more fruitfully if we 
keep before us the image of what we are trying to do 
and the best way to do it. 


That is where the serviceable newspaper comes in — to 
define for its readers in clear outline the image which 
shall inspire and guide them — to provide trustworthy 
news of the facts, trends, events and actions in the 
world which justify their hopes and endeavors. 


The Hearst Newspapers have for many years been 
doing this sort of job, to the benefit and satisfaction of 
the nearly 5,000,000 families whose confidence they 
have earned. 


That is why, in more than a dozen of the great key 
cities of America, the decent, diligent, hopeful people 


One way to save more money 
s by making more money to save" 


who must energize the onward march of our country, 
are responsive to our papers and hold them in special 


regard. Thus: 


If it is on-the-minute, accurate news they want, they 
look to Hearst Newspapers first. 


If it is authentic interpretation of events or trustworthy 
editorial counsel they want, they look to Hearst News- 


If it is features, newspictures, cartoons, columnists’ 
comment, society, sports or business news they want, 
they look to Hearst Newspapers first. 


There is a lesson here which no sensible advertiser with 
an eye on the future will ignore. 


It is simply that in planning marketing programs to 
reach these people, he should look to Hearst News- 


papers first. 


papers first, as do they. 


It was Hearst Newspapers that first used 
photographs as a part of mews-story coverage. 


lt was Hearst Newspapers that first devel- 
oped the cartoon into a regular strip, and 
then into the comic pages which have be- 
come such a factor in American life. 


It was Hearst Newspapers that pioneered 


the use of color in mews and editorial 
columns. 


lt was Hearst Newspapers that first used 
full-time foreign correspondents to assure 
full coverage of mews from beyond our 
borders. 


It was Hearst Newspapers that developed 
the first complete Sunday supplement. 


JOURNALISTIC FIRSTS 8Y HEARST NEWSPAPERS 


In the great and varied tasks of making the modern newspaper interesting, interpretative, entertaining and service- 
able to the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts”: 


lt was Hearst Newspapers that first used 
regular by-line writers and columnists to 
provide specialized coverage of important 
subjects such as finance, radio, politics, en- 
tertainment, society, etc. 


lt was Hearst Newspapers that first used 
and developed the idea of special features, 
such as serial stories, housebold hints col- 
umns, cooking news, etc. 


HEARST NEWSPAPERS 


aS ————_>" 


= US 


Serving the American People — their Freedom, Security and Progress — by providing them trustworthy News, Comment, Counsel, Entertainment, and Advertising. 


ALBANY TIMES-UNION 
orning and Sunday 


BALTIMORE AMERICAN 


Morning and Evening 
CHICAGO HERALD-AMERICAN 


unday Evening and Sunday 
BALTIMORE NEWS-POST DETROIT TIMES 
vening ‘ Evening and Sunday 
BOSTON ADVERTISER LOS ANGELES EXAMINER 
Sunday Morning and Sunday 


BOSTON RECORD AND AMERICAN 


LOS ANGELES HERALD-EXPRESS 
Evening 


MILWAUKEE SENTINEL 
Morning and Sunday 


NEW YORK JOURNAL-AMERICAN 


Evening and Sunday 


NEW YORK MIRROR 
Morning and Sunday 


OAKLAND POST-ENQUIRER 


Evening 


PITTSBURGH SUN-TELEGRAPH 


Evening and Sunday 


SAN ANTONIO LIGHT 
Evening and Sunday 


SAN FRANCISCO CALL-BULLETIN 


Evening 


SAN FRANCISCO EXAMINER 


Morning and Sunday 


SEATTLE POST-INTELLIGENCER 


Morning and Sunday 
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Riemer Named Editor 


Harry Riemer, who edited the 
dry goods section of the Daily 
News Record, New York, for the 
past 27 years, has been named edi- 
tor of the publication, succeeding 
J. Robert Breen, who has joined 
the Washington pureau of Fair- 
child Publications\pending assign- 
ment to a foreign executive news 
post. Mr. Riemer will assume his 
new duties about May 1, following 
his return from a six weeks’ trip 
te the West Coast. 


THEY GET 


7-BILLION 


FROM A FEW MILLIONS 


They get it from a market many of their 
big competitors have overlooked. Per- 
haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
Negro field are reaching biggest markets 
at littlest costs. Write today to Inter- 
state United Newspapers, Inc., 545 Fifth 
Avenue, New York 17, New York and be 
oa for some startling, profit-revealing 
acts. 


Study Shows Banks 
Spend Too Little 
on Advertising 


Chicago, April 12. — There is 
little evidence of the nation’s 
banks spending an excessive 
amount on advertising, the April 
“Bulletin” of the Financial Adver- 
tisers Association disclosed this 
week in reporting a preliminary 
study of the organization’s survey 
of the 1943 advertising expense 
for banks. 

On the other hand, the report 
points out, there were numerous 
instances “where the amount 
spent was so pitifully small in re- 
lation to the volume of business 
handled that it seemed to the 
committee these banks were miss- 
ing a great opportunity in not pro- 
moting their own interests more 
aggressively.” 

A table, based on returns from 
162 commercial banks, with de- 
posits ranging from $1,000,000 to 


YOU MAY BE ABLE TO “GO” 
75 ROUNDS* 


BUT —you can’t K.0. WESTERN 
MICHIGAN FROM CHICAGO OR DETROIT! 


WKZO has the AUDIENCE 
in Western Michigan — an 
audience greater than that 
of all sther stations COM- 
BINED! The latest Hooper 
Special Report (made in the 
Autumn of 19438) proved 
WEZO's outstanding dom- 
inance not only in its pri- 
mary market, but also in 
outlying communities of 
Western Michigan. Cities 
and towns covered in this 
coincidental area study 
were, specifically, Ka 

z00, Allegan, Byron Center, 
Dorr, Martin, wane, Otsego, 
Plainwell and W. ayland. 


Here are the figures for 7 to 
10 P.M., Sunday through 
rday: 


Satu 

7:00 P.M. to 8:00 P.M. 
ES 53.7% 
SE é6o0s0e008 hh.9% 
DE Ghnasencccvede 1.4% 

8:00 P.M, to 9:00 P.M 
Tt Mstyensceyece 5h. % 
Ss Paeoee hh.3% 
D iaeends cb2d0s 1.3% 

9:00 P.M. to 10:00 P.M 
tis 66.06 ¢acn00e 49.9% 
i a eernee 48.4% 
ehhebabaeaws 1.7% 


Maybe you don't really need to 
reach Western Michigan — and 
certainly the coverage you do get 
from any good Chicago or Detroit 
station is amply worth the costs. 
But please don’t kid yourself that 
you can cover the Western Michi- 
gan market with any outside sta- 
tion. ... 


If you seriously want to reach the 
big Western Michigan area, we'd 
like to send you the true, com- 
pletely de-bunked facts about the 
situation. Incidentally, we be- 
lieve you'll also be interested in 
the WKZO telephone-call service, 
and its proof of our very high 
coverage in Grand Rapids. 


*John L. Sullivan “went” 75 rounds (bare 
knuckles!) with Jake Kilrane on July 8, 
1889, 


WKZO &* 


covers all Western Michigan, with studios in 


KALAMAZOO and GRAND RAPIDS 


Owned and Operated by Fetzer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives 


We 
* 


Advertising Age, April 17, 194¢ 


BANK ADVERTISING EXPENDITURES LOW, STUDY REVEALS 


gross income varied from a low 
of .3% to a high of 4%, with the 
average expenditures being less 
than 2%. Twenty-two non-com- 
mercial banks with deposits rang- 
ing from $1,000,000 to $60,000,000 
averaged 1.5%, with a high of 
3.9% and a low of .2%. 


Support Bond Drives 


More than 10% of the banks’ 
advertising funds have been de- 
voted to the promotion of war 
bond sales, the “Bulletin” reveals, 
pointing out that of 188 banks 
with a total advertising expense 
of $2,295,830 for the year, 155 had 
used $234,271 in war bond adver- 
tising. 

In contrast to the figures re- 
ported for non-commercial banks, 
the FAA said, recent figures for 
more than 100 savings banks 
showed advertising expense ol 
slightly less than 1% of gross in- 
come—a figure considerably be- 
low the 1.5% shown as the aver- 
age for Group VIII in the 
accompanying table. 

“Banks doing a better than 
average job doubtless have a 
keener appreciation of the value 
of their advertising expense and 
would have little inclination to 
reduce such expense to meet an 
average,” the FAA said. “If, on 
the other hand, a bank’s expense 
in this connection is below the 
average — these average figures 
might well call for a reappraisal 
of that particular bank’s promo- 
tional program and result in an 
effort more nearly in line with 
that being done by others as rep- 
resented by the average figures.” 

The survey points to the grow- 
ing popularity of the small loan 
department and_ special check 
service. Of the 172 commercial 
banks reporting, 146 declared they 
had small loan departments and 
100 had special checking services. 


Waste Paper 
Salvage Shows 
Gain for March 


New York, April 11.—Waste 
paper collections throughout the 
country in March are estimated 
to have risen to 590,000 tons, as 
compared with 541,000 tons in 
February and 532,000 tons in Jan- 
uary. WPB waste paper quotas 
for essential military and civilian 
needs for 1944 are at an average 
monthly rate of 667,000 tons. In 
the last quarter of 1943, waste 
paper receipts averaged only 515,- 
000 tons. 

With the collections from the 
Great Lakes states in February 
reaching the second highest mark 
in three years, said the War Ac- 
tivities Committee of the Pulpwood 
Consuming Industries, pulpwood 
receipts in the first two months 
of this year totaled more than 
one-sixth of WPB’s 1944 quota of 
14,000,000 cords. 

A recent price increase stimu- 
lated New England pulpwood re- 
ceipts at mills. Although official 
figures will not be released for 
several days, it is estimated that 
March pulpwood collections main- 
tained the January-February level. 


Place Joins RCA 


Edward R. Place, formerly as- 
sistant to the director general of 
the War Production Drive, has 
joined the information depart- 
ment of RCA. He previously was 
publicity director of N. W. Ayer 
& Son in New England. 


Abel Named Copy Chief 

Dorothy Abel, formerly assistant 
advertising manager of Elizabeth 
Arden, New York, has joined 
Small & Seiffer, New York, as 
head of copy on cosmetics and 


toilet goods. 


Henry L. Porter, manager of 
sales promotion, wholesale, Stand- 
ard Oil of Indiana, will discuss 
selecting and training postwar 
sales personnel at the meeting of 
the Chicago chapter, American 
Marketing Association, to be held 
Tuesday, April 18, at the Top of 
the Town Club, 185 N. Wabash 
Ave. 

Copies of the series of five sales 
training brochures developed by 
the National Society of Sales 
Training Executives for the Com- 
mittee for Economic Development 
will be distributed. 


U.S. Per cent of 
Banks No. Average Advertising Expenge 
Commercial Banks This Banks Average Advertising to Gross Income 
Deposits Size Reporting Income Expense Aver. High Low 
| eee t.. § millions 4574 29 $ 70,480. $ 1,260. 1.8 3. 8 
SS ae 5— 10 645 36 191,900. 2,900. 1.5 3.3 3 
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Group VI ........ 50—100 ” 115 18 1,326,848. 16,860. 1.2 4. 3 
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Non-Commercial Banks he 
Group VIII ...... 1— 60 millions 22 729,271. 11,085. 1.5 3.9 2 
$500,000,000, shows that the per s oof 
Se gee ae B= gy eg Discuss Sales Training Does Calvert Photos 


Through error, two “executive 
type” photos currently being useq 
for Lord Calvert whisky, which 
were reproduced in the March 13 
issue of ADVERTISING AGE, were 
credited to Valentino  Sarra, 
whereas one of these—the man 
seated at the piano—was the work 
of Underwood & Underwood. 

Lejaren a Hiller and Leon De 
Vos of Underwood & Underwood 
have made several of the illustra. 
tions being used by Calvert Dis- 
tillers Corporation in this series, 
while others have been made by 
Valentino Sarra. 
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lst Film Premiere 
Goes Out Via 
NBC Television 


New York, April 11—What may 
be considered the most compell- 
ing reason for the motion picture 
industry moving in on television 
was demonstrated here last night 
in the headquarters of NBC, when 
the first film premiere to be pre- 
sented via television was shown to 
an impressive gathering compris- 
ing officials of Metro-Goldwyn- 
Mayer, General Electric, Philco, 
DuMont, NBC and the press. 

Seated comfortably before six 
television receivers, puffing away 
on pipes, cigarets and cigars, the 
audience previewed the new 
M-G-M short feature, “Patrolling 
the Ether,” one of an extensive 
series of shorts produced by the film 
company under the title “Crime 
Does Not Pay.” The feature pre- 
sented a dramatized version of the 
radio intelligence division of the 
FCC in detecting and running 
down illegal transmitting stations 
used for subversive purposes. 

Immediately preceding the 


showing, Chairman James L. Fly 
of the FCC gave a brief talk over 
the television transmitter by way 
of introducing the film, and at its 
conclusion he was NBC’s guest of 
the evening at a dinner in the 
Ritz-Carlton, attended by the 
same gathering which saw the 
film. 

After dinner, Mr. Fly briefly 
addressed the assemblage, assert- 
ing that as soon as the war slack- 
ens, television is ready to go. In 
terms of potential, in terms of 
certainty, in terms of immediacy, 
the country may expect success- 
ful television from every point of 
view, said the FCC chairman, who 
added that “it isn’t something just 
around the corner but something 
in hand.” 

Mr. Fly’s introductory talk and 
the M-G-M film originated from 
NBC’s television station WNBT 
and was picked up by GE’s sta- 
tion WRGB in Schenectady and 
Philco’s television outlet WPTZ in 
Philadelphia. In Chicago and Los 
Angeles, local television stations 
telecast the film premiere in their 
respective areas. The program 
also marked the opening of NBC’s 
new studio 3H, specifically de- 
signed for “live” television shows. 


CBS RESUMES LIMITED 
‘LIVE’ TELECASTS 

New York, April 11.— Televi- 
sion Station WCBW, owned and 
operated by CBS, has resumed 
limited production of “live” tele- 
vision programs. These are tem- 
porarily limited to two hours 
weekly and replace the transmis- 
sion of motion picture film pre- 
viously telecast every Friday 


night. 

Since July 1, 1941, CBS has 
maintained a regular weekly 
schedule of television broadcasts, 
but since December, 1942, has 
been compelled to suspend pro- 
duction of “live” programs orig- 
inating within its studios. 


Sponsors ‘Civic’ Drive 

The Real Estate Board of San 
Antonio, Tex., has launched a 13- 
week “civic institutional” cam- 
paign, using a full page every 
Sunday in the San Antonio Ex- 
press and radio spot announce- 
ments. The drive is similar to the 
one sponsored by the board last 
year and which has been adopted 
by real estate boards in other 
cities. Thomas F. Conroy, Inc., is 
the agency. 


‘Newspaperman’ Issued 


Newspaperman, a journal of 
fact, fiction, humor and opinion 
written solely -by working news- 
papermen, has made its appear- 
ance with the May issue. It is 
published monthly by Tribune 
Publications, Hyde Park, Mass., 
and accepts no advertising. Harry 
P. Hurwich is publisher and Her- 
bert A. Kenny, editor. 


Opens New York Office 


Associated Publishers, Inc., 
newly organized publishers’ repre- 
sentative, has opened a new office 
at 562 Fifth Ave., New York. 
Clients include two major news- 
paper chains in the Negro market, 
the Informer in Dailas, Ft. Worth, 
Houston and New Orleans; and the 
Afro-American in Baltimore, New- 
ark, Philadelphia, Richmond and 
Washington. 


Tobin Joins Hirestra 

Walter V. Tobin, formerly with 
Allied Purchasing Corporation, has 
been appointed vice-president of 
Hirestra Laboratories, New York, 
maker of Endocreme. 
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Issues New Catalog 

Highlights of the principles, con- 
struction and engineering advan- 
tages of Spring-Life bellows are 
portrayed in a new catalog issued 
by the Cook Electric Company, 
Chicago. Also related are the 
services and products of the com- 
pany’s MetaLastic division, estab- 
lished to handle specialized pro- 
duction problems. MacFarland, 
Aveyard & Co., Chicago, is the 
agency. 
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Stuart Joins Curtis 

Douglas Stuart, formerly with 
the American Institute of Public 
Opinion, has joined the Curtis 
Publishing Company, Philadelphia. 


For everyone who wants to 
use — not abuse — the 
English language. 


THE NEW BOOK BY 


JOHN B OPDYCKE 


VERYBODY needs to learn how to 

use English precisely, accurately — 
to convey his meaning. JOHN B 
OPDYCKE’S new book SAY WHAT 
YOU MEAN is Everyman's Guide to 
Diction and Grammar. It makes spelling, 
punctuation, the proper use of words sec- 
ond nature. By the noted authority, 
author ef Don’t Say It, Get It Right, 
Take a Letter Please, etc. 700 pages, 
completely indexed. $3.75 at bookstores. 


Funk & Wognoalls Co., 354 4th Ave. N. Y. 10 


FM Broadcast Group 
Has 118 Members 


FM Broadcasters, which on the 
first of the year had a member- 
ship of 73, has reported that 45 
newcomers have since joined the 
organization, constituting a gain 
of more than 60% within a three- 
month period and bringing total 
membership to 118. 

Forty-two commercial FM sta- 
tions are now on the air, accord- 
ing to FCC, and nine more have 
construction permits for which 
call letters have been issued. More 
than 120 applications for FM con- 
struction permits are now on file 
with the FCC, a gain of about 
100% within the past five months, 
according to the FM Broadcasters’ 
bulletin. 


Matches to Aid Drive 

The War Production Board’s 
advisory committee for the match 
industry will devote 2,000,000,000 
bookmatches to the message, 
“Don’t use these matches to burn 
waste paper,” on the inside covers 
as an aid to the current waste 
paper salvage campaign. Total 
U. S. production of bookmatches 
is 9,000,000,000. 


O'Cedar Launches 
Promotion for 


Two New Products 


Chicago, April 13. — O-Cedar 
Corporation, maker of polishes, 
mops, waxes and cleansers, has 
launched a national advertising 
campaign in behalf of two new 
products—O’Cedar Hand Guard, 
which is designed to take advan- 
tage of the increasing demand for 
a skin cream that offers protection 
against grease and grime, and 
Perma-Moth, which mothproofs 
the life of fabrics. 

Designed for men and women 
in the factory, on the farm or at 
home, Hand Guard is described in 
announcement copy as “that amaz- 
ing new protective cream ... 
forms an invisible film on arms 
and hands... keeps grime, grease, 
paint, oils from penetrating your 
skin. Simply smooth it on before 
work, wash it off with plain water 
after work. Grime disappears . 
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PROTECTS—O'Cedar Corp., Chicago, 

enters the skin protective field with a 

new product, O'Cedar Hand Guard, 

hailed in an extensive national adver- 

tising program in newspapers, trade 

publications and over the radio as the 
"new greaseless cream.” 


hands, nails and cuticle are clean 
and attractive.” 

Attractively packaged in 12- 
ounce jars, it is retailed at a sug- 
gested price of 49 cents plus. It 
is being promoted through copy in 
an extensive list of major news- 
papers, as well as over the O’Ce- 
dar coast-to-coast Blue Network 
show, “Hot Copy.” 


Follows Lengthy Research 


Perma-Moth, the company de- 
clares, is the result of many years 
of research to develop a product 
that would not rub or brush off 
during the life of the article on 
which it is used. Odorless, stain- 
less and noninflammable, Perma- 
Moth is described as being easily 
applied to any fabric by sponging, 
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spraying or dipping. Not affecteg 
by dry cleaning, it is safe for use 
on any fabrics not affected by wa- 
ter, the company claims. It acty- 
ally becomes a part of the fibers 
composing the fabric to which it 
is applied, and for this reason, the 
company says, Perma-Moth lasts 
for the life of the fabric. 
It will benefit from the greatest 
advertising promotion ever ac- 
corded a mothproofing product 
and will be featured in a national 
newspaper campaign in leading 
cities, on spot radio as well as on 
the company’s “Hot Copy” pro- 
gram, and in leading trade and 
business publications. Supple- 
menting this will be a compiete 
sales promotion program for re- 
tailers, including counter cards, 
package stuffers, catalog pages, 
window streamers, electros, mat- 
rixes and cooperative advertising. 
List prices are $1.25 a quart; $2 
a half-gallon, and $3 a gallon. 
Aubrey, Moore & Wallace, Inc., 
Chicago is the agency. 


James West Advanced 


James West, manager of the Pa- 
cific Coast office of Dancer-Fitz- 
gerald-Sample, has been named to 
take over new enlarged duties 
in the radio department of the 


agency’s Chicago office. Craig 
Maudsley, manager of Station 
WAIT, Chicago, before joining 


D-F-S, has been named to succeed 
Mr. West on the West Coast, effec- 
tive May 15. 


Veedol Expands Drive 


Tide Water Associated Oil Com- 
pany, New York, has begun a new 
drive for 150-Hour Veedol tractor 
oil in four leading eastern farm 
journals. Full-page, two-color ads 
have been scheduled to stress the 
utility of the product in mainte- 
nance of vitally needed farm trac- 
tors, and tie in with the national 
“Food Fights for Freedom” pro- 
gram. Lennen & Mitchell, New 


York, is the agency. 
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area... with a 3-year circulation increase 
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FEATURES... | 


DEAR JOE 


civilian life in the advertising business. 


Dear Joe: 
One of these days you'll find yourself 
back at your old job with both feet 
planted firmly behind your desk, looking 
and feeling fit in that brand new double- 
breasted suit — with 
vest! 

But somehow, you 


different and a little 
strange. The boss 
(damn swell of him 
to write all of those 
encouraging letters 
while we were bat- 
tling the Jerries and 
mud at Cassino) 
looks a bit older and 
has lost some of his 
drive and enthusiasm. 
Hmmm. Mr. Nix has a new secretary. 
And what happened to good old Bill who 
handled credits for 30 years? Golly, that 
new telephone operator looks young— 
must have been a sophomore in high 
school when I left. Three years! Sup- 
pose I’ll ever be able to settle down again 
and create advertising that really rings 
the bell? 

Of course you will, Joe. 

I can’t help but believe you’ll come 
back a better advertising man and, above 
all, just forget the notion that there has 
been a three-year void in your advertis- 
ing career. That’s just cock-eyed reason- 
ing. In many ways you're far better 
prepared to take up where you left off. 
Joe, suppose upon resuming your ad- 
vertising career, your first job is to pre- 
pare a campaign for a product selling to 
the farm market. Look at the advantage 
youhave. Why, you’ve listened for hours 
to your buddy, Bill Graham of Freemont, 


R. F. Drake 


~ 
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By THE MAIL ORDER MAN 

The advertising of books probably 
offers as good an example of the various 
kinds of advertising as any product. Ap- 
proximately $4,000,000 is spent each year 
by national advertisers of books in pub- 
lications — about 50-50 between news- 
papers and magazines—and a very large 
amount is expended in direct mail. 

Direct mail advertising of books has 
been reduced to as nearly a science as 
any advertising is ever likely to become. 
Firms like McGraw-Hill (for business 
books), Doubleday, Doran and others have 
experimented and tested until they are 
hot guessing very much on any method. 


Study the next book mailing you get and 
Notice the effective use of a letter, en- 
“osure leaflets and order forms. They 
“et your interest for the book offered 
they make it easy for you to buy. 


boo © newspaper advertising of books in 
00k sections is usually general advertis- 
8 describing the book and giving its 

f. It often appears with a book re- 


Dear Joe: 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 
of view that will be important for “Joe” to bear in mind when he reti.*ns to 


Neb., tell about farming his 160 acres— 
how he sat up all one winter night when 
it was six degrees below zero playing 
midwife to one of his old sows to keep 
her from rolling over and crushing her 
squirming offspring. Remember how he 
used to tell you about crop rotation, and 
repairing the tractor right out in the field 
at harvest time, and the best type of feed 
for chickens? Joe, don’t you think you 
can write better copy and prepare ads 
that ring true as the result of your friend- 
ship with Bill Graham? 

Now think of all the other fellows 
you’ve met, representing all walks of 
civilian life: Sam Costello, the Checker 
cab driver from Brooklyn; Emil Peterson, 
who helped his dad run the Star grocery 
store; Art Brown, who sold Chryslers be- 
fore the war; and Ken Adams, son of the 
town’s leading banker. Joe, you’ve slept, 
eaten, fought and lived with these men 
under all sorts of horrible and terrifying 
conditions—they were a member of your 
intimate “family” for three years — you 
know them well. 

Have you stopped to think, Joe, that 
these very men, together with their fami- 
lies you’ve heard so much about, repre- 
sent a good portion of the very market 
you’ll be appealing to with your copy? 

Certainly, as the result of your war ex- 
periences, you will be in a better position 
to prepare advertisements which are be- 
lievable, sincere, honest, and original— 
advertising that will help sell refrigera- 
tors, homes, automobiles, furniture, suits, 
and lawn mowers to a receptive market 
after the war. 

RICHARD F. DRAKE, 
Advertising Manager, Felt & 
Tarrant Mfg. Company, Chicago. 


Ihe Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


view by the newspaper’s book editor in 
the same section or on the same page. It 
seems to be the favored, accepted way of 
advertising fiction, but I have often 
wondered if it can be proved to pay. 

But the book advertisers who arouse 
my admiration are those who use mail 
order advertising to get an inquiry or an 
order. How Haldeman-Julius, for ex- 
ample, can profitably use advertising— 
often pages in metropolitan newspapers 
and magazines and even 3 pages in the 
World Almanac of 1944—to sell five-cent 
books is almost beyond me. The answer 
of course is in the wide range of titles 
offered—some one or more to interest 
every reader. Marshall Field & Co. does 
very much the same thing several times 
a year with a half-page newspaper adver- 
tisement listing a large number of books 
and carrying a coupon with which to 
order them. 

During this war period the publishers 
of technical books have made a killing, 
due to the many men and women em- 
ployed in war production and the ready 
money they possess for the first time. 
The mechanical and technical magazines 
are full of such ads. Theo Audel and Na- 
tional Aeronautics Council ads struck my 
eye in one such magazine because of their 
contrasting methods— Audel because it 
used black and white to sell a number of 
books and the other for its use of color 
and an extra fold of the magazine cover 
to sell one book. 

The book clubs we have always with 
us in striking and effective use of large 
space with a clever hook in the offer of 
one or more free books for joining. I 
know of no more effective mail order ad- 
vertising anywhere. 


The Creative Mans Corner 


Despite a rather ordinary headline and 
a layout that is hardly inspiring, the 
Goodyear advertisement reproduced here 
appeals to this Corner as being note- 
worthy in several ways. 

For one thing, it is a war products 
advertisement that sticks entirely to facts. 
For another, these facts are interesting 
and important. On them Goodyear rests 
its case—and name. 

If the body text is a little less interest- 


oe 


ing than the picture captions, it neverthe- 
less contains no wasted words: 


Today — Goodyear is in mass pro- 
duction on giant Navy airships, 
Vought “Corsair” fighters, wings, 
tails, control surfaces, and a host of 
other vital aircraft assemblies for 
Army and Navy warplanes. . . More 
than 35,000 skilled employes at Good- 
year Aircraft work on _ round-the- 
clock shifts, meet the ever-growing 
demands for volume. 

Thirty-four years ago, a young 
Goodyear engineer went to. the 
world’s first Air Meet in Paris—came 
back inspired and certain of a tre- 
mendous future for flying. Goodyear 
has studied, experimented, fostered 
the advancement of aircraft, 
since that day. 

With World War I came the Navy’s 
urgent order for coastal patrol air- 
ships. Goodyear completed more than 
a score of them—continued to develop 
advanced designs which later became 
the pattern for the famous Goodyear 
fleet of “blimps.” In 16 years, these 
great airships traveled four million 
miles — carried nearly half a million 
passengers, without mishap! 

Then came another war—and again 
military leaders sought Goodyear’s 
long-established aircraft experience. 
This time the job demanded not only 
airships—but heavier-than-air craft— 


ever 


Dn: 


@ great name in AIRCRAFT! 


business Chart ot the Weck = 


fighters and bombers for both Army 
and Navy. 

Goodyear Aircraft trained thou- 
sands of additional workers in Good- 
year precision methods and soon be- 
came an important supplier of mili- 
tary airplanes and airships—and a 
huge volume of subassemblies for 
other aircraft companies. 

All of this was done quietly, effi- 
ciently, without fanfare—but a great 
story of Goodyear Aircraft has been 
written in production records and on 
American battlefronts. 


The proof is in the pictures and their 


captions: 
GRUMMAN “HELLCAT” WINGS. 
Goodyear builds wings, elevators, 


ailerons and flaps for the spectacular 
“Helleat’—the Navy’s newest long- 
range, high-flying fighter. 

MARTIN “PBM-3” FLAPS. Build- 
ing the vital control surfaces for this 
remarkable 20-ton flying boat is one 
of the fine precision jobs at Goodyear 
Aircraft. 

MARTIN “MARAUDER” WINGS. A 
tough, fast, medium bomber, also 
known as the B-26. Goodyear Air- 
craft has speeded its production by 
furnishing wings and control sur- 


faces. 
NAVY AIRSHIPS. Goodyear builds 
these formidable “sub-hunters” —in- 


cluding the largest, longest range, 
most heavily armed non-rigid airships 
ever made. 

VOUGHT “CORSAIRS.” One big 
Goodyear Aircraft plant is entirely 
devoted to producing this distin- 
guished warplane . one of the 
Navy's fastest, hardest-hitting fight- 
ers. 

Perhaps the most remarkable thing 
about this advertisement is the fact that 
the word “victory” does not appear. Good- 
year leaves that to the men in uniform 


who will fiy these ships and planes! 


Sales of Grocery and Combination Stores, 1929-1943 
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How Business and Industry Are Preparing for = Peacetime World 


On ae iil. 


Sees Big Future for 
Parts, Service Business 

With the lifting of restrictions 
after the war, motoring will be- 
come the No. 1 pleasure of Amer- 
ica, and therein lies the greatest 


FOES 


Mpa ote 


iA ) Wry fy : . 
Wann Gl 
Merci =e 
challenge and opportunity in auto- 
motive history for the parts and 
service business, predicts Royce G. 
Martin, president of the Electric 
Auto-Lite Company, Toledo, O. 
Manufacturers for at least four 
years after the war will not be 


markets in the Middle West. 


NEW YORK OFFICE: 10! Park Ave. 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


THE CHICAGO DEFENDER 
THE MICHIGAN CHRONICLE—DETROIT 
THE LOUISVILLE DEFENDER 
Sold separately or in combination 


Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
CHICAGO OFFICE: 75 E. Wacker Drive 


able to produce enough cars to 
satisfy all prospective buyers, Mr. 
Martin said, with the result that 
present-day establishments will 
expand their parts’ sale and repair 
services to keep current automo- 
biles operating. Declaring that 
independent repair shops are now 
enjoying their greatest boom in 
history, even though they have 
lost on the average more than 40% 
of their mechanics, Mr. Martin 
said these shops will enlarge fol- 
lowing peace and will grow in 
number as highly trained service 
men set up shops of their own. 
“Super service stations, whose 
prewar profit came largely from 
pumping gasoline and selling lubri- 
cating oils,” said Mr. Martin, “will 
undoubtedly revamp their organi- 
zations to capitalize on the greater 
selling of parts and the offering 
of expert mechanical repairs... 
and will add new lines of automo- 
tive merchandise. Postwar repair 
work will probably bring an in- 
crease in the volume of new and 
rebuilt unit sales because time will 
be a premium in most shops. Gen- 
erators, distributors, voltage regu- 
lators, fuel and water pumps, etc., 
will be replaced in most instances 
instead of repaired on the spot. 


Substantial turn-in allowances to 
the car owner will make this plan 
attractive.” 

Truck fleets, he suggested, would 
be a profitable source of business 
for service station Owners who 
expand their services “because 
their mileage, loads and stresses 
require much more attention than 
the family automobile.” 


* * cg 


The American Type Founders, 
Elizabeth, N. J., has set up a 
comprehensive program whereby 
printers throughout the country 
will be shown how to survey their 
own local postwar market and 
make plans now to meet its de- 
mands. The program is being pre- 
sented by Sales Manager C. D. 
Proctor to company executives, de- 
partment heads, branch managers 
and salesmen this month at meet- 
ings in New York, Philadelphia, 
Buffalo, Cincinnati, Chicago, St. 
Louis and San Francisco. 


* we * 


Global trade of almost unbeliev- 
able volume, made possible by the 
wartime development of air trans- 
port, will be an outstanding fea- 
ture of the postwar world, predicts 


don't give up! 
The pioneers of frontier days explored a vast, unknown 
territory. Perhaps you did too, before your brand name 


finally attained its present value. But the job of explora- 
tion and struggle is in the past. You don’t want to go 


The Louisiana Purchase opened a vast empire to 


the enterprise of our pioneer forefathers. Soon 


through with it again. You may have to, though, unless 
you keep up your point-of-purchase advertising. 


The public’s fancy is fickle. Once your brand is no longer 
in the public eye, recollection will soon fade and some 
day you will have to do the whole costly job all over 


again. 
heavy odds. 


new point-of-purchase displays. 


CHICAGO 


No advertiser can afford to gamble against such 
Play safe — Keep your contacts alive with 


after, the conquest of the West began. Across 
rolling plains, over snowclad mountains, through 
forests primeval, a sturdy race struggled, labored, 
fought and bled. In hardship and toil the land 
was peopled and the Nation grew to greatness. 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 
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DETROIT 


JERSEYI\CITY 


Advertising Age, 
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The war in Europe 


MAY be won this year! 


cation, 


WAR LOAN OPENER—With this copy @ 


in Canadian dailies, placed by the Ad. 
vertising Agencies of Canada in be. 
half of the B National War Finance 
Committee, the Dominion has launched 
its 6th Victory Loan campaign. 


Lester M. Bradley, representative 
of the Goodyear Tire & Rubber 
Company, Akron, O., who has just 
returned from a 35,320-mile trip 
by air to South America, Africa, 
India and Great Britain. 

“Air transport,” he said, “is 
going to revolutionize some of our 
sales and distribution methods of 
the past and will play a leading 
role in binding the nations of the 
world closer together, both eco- 
nomically and politically.” 


cg Ba ws 


Designed to entrench San Fran- 
cisco as an important Pacific Coast 
market center now and in the 
postwar era is a three-point work 
program initiated by the domestic 
trade sub-committee on postwar 
planning of the San _ Francisco 


Chamber of Commerce. 

It consists of (1) market analy- 
ses of the city’s primary trade 
area; (2) buying power studies to 
determine per capita increase in 
income in the area, together with 
population increases to measure 
the size and scope of the postwar 
market; and (3) a program to 
exploit sources for consumer goods 
in San Francisco and central and 
northern California as well as to 
strengthen smaller producers and 
wholesalers in these regions. 

A classified directory of all con- 
sumer goods resources in central 


and northern California will be 
compiled and sent to merchandise 
managers of every department 
store in the nation, along with 


OPPORTUNITY 


WSGN covers more of prosper- 
ous Alabama than any other 
station; has the best morning 
Hooper; the best salable time 


in Birmingham! 
Birmingham's 


Ww S G Best BUY Fat 
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Advertising Age, April 17, 1944 


rsonal inven “ inspect the 
San Francisco market. 

The National Gypsum Company, 
Buffalo, N. Y., is preparing to take 
qa “substantial slice” of the $5,000,- 
000,000 estimated to go into build- 
ing materials annually during the 
postwar period, according to Mel- 
vin H. Baker, president of the 
company, in forecasting a need for 
new building im excess of peak 
construction which followed the 
last war. . 

“It is reasonable to estimate an 
annual postwar expenditure of 
$10,000,000,000 for new buildings, 
houses and farm construction dur- 
ing the first decade after the war,” 
he said. “Fifty per cent of this 
expenditure represents the amount 
that will go into building mate- 
rials. This does not include expen- 
ditures for alterations and repairs 
of all kinds which will be sorely 


needed,” 
oR th 1K 


Postwar kitchens will be de- 
signed primarily for comfort ir 
working, according to the findings 
of a nationwide survey made by 
Practical Builder, Chicago. 

And the reason, says the publi- 
cation, is that shortage of help, 
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TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES 


THEONLY ABC-ABP PUBLICATION 
REACHING THESE EXECUTIVES 
Everyday Working Tool in Shipping 

and Transportation 


SUBSCRIPTIONS $15.00 A YEAR 
(52 issues) 


OVER 80% RENEWALS 
Write for Specific Market Data 
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swing shifts and an inborn en- 
thusiasm for food that often can’t 
be obtained today without some 
personal “tinkering” with cooking 
equipment have brought home to 
many a man the real urgency of 
a good kitchen. 

As a result, comments Practical 
Builder, kitchens after the war 
will be larger and lighter; equip- 
ment will be arranged so work can 
be done seated; there will be 
larger windows and better placed 
lighting fixtures; levels for equip- 
ment and commonly used cabinets 
will be within easy reach to elimi- 


nate much stooping and perilous 
reaching; some kitchens will in- 
clude a desk or office space for 
easy access in keeping accounts; 
some will have a blackboard for 
handy reminders, grocery lists, 
etc.; and hard-to-clean corners 
will be eliminated. 

All these improvements, it points 
out, are within the practical limi- 
tations of the average-cost postwar 
home budget. It adds that in more 
expensive homes there will be a 
growing trend toward inclusion in 
kitchen planning of a definite 
dining space for informal meals, 


breakfasts, or children’s after 
school “snacks.” 
* Eo a 


The New York Journal of Com- 
merce has issued’ its second edi- 
tion of “Postwar Planning Now,” 
which contains 286 special transi- 
tion and postwar reports, listed 
alphabetically as to industry. Upon 
request, the publication will try to 
furnish the full text of any di- 
gested article contained in the new 
edition. A charge of 50 cents will 
be made for this service. Copies 
of the first edition are available 
at 25 cents each. 
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1,000 Enter Competition 


More than 1,000 English-lan- 
guage daily newspapers from all 
sections of the country have sent 
in one of their March 8 editions 
for the 14th Annual Exhibition 
of Newspaper Typography to be 
held in Philadelphia, April 20, 
under the auspices of N. W. Ayer 
& Son. The date of issue was 
chosen by lot, in order that the 
news treated on the competing 
front pages might be as nearly 
identical as possible. 


ELECTRO-METALLURGY 


is basic in the Tacoma picture 


Tacoma, Washington’s Second 


War-time electro-metallurgical develop- 
ments give promise of a vast new age in 
manufacturing, in building, in travel, 
in living. And Tacoma—offering huge 
supplies of low-cost hydro-electric pow- 


er—is already West 


Coast center of 


this important basic industry. * * * For 


years a leading smelting point for cop- 
per, gold, silver, white arsenic and 
chemical by-products, 


Tacoma today is 


constantly adding to its list of electro- 
metallurgical developments, producing 
aluminum, chrome, ferro-chrome and 
related items. * * * This new diversi- 
fied industrial picture—metals, chemi- 


cals, forest products, 


shipping, manu- 


facturing—makes Tacoma a market of 
major importance, for today’s business 
and tomorrow’s potentials. 


Covetiing Wa: 
SECOND MARKET 
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Market, is an integral part of the 
state’s 
Western Washington you'll find 
74% of the state’s effective buy- 
ing income, 73% 
population, 71% 
sales, 86% of the industrial pay- 
roll. 
market — and to cover it ade- 
quately you need the Tacoma 
News Tribune’s dominant, con- 
centrated circulation. 
facts. Any Lorenzen & Thomp- 
son 
supply them. 


“10%-Plus” region. In 


of the state’s 
of the retail 


It’s more than a “one-city” 


Get the 


representative will gladly 


™Nows Iribune 


TACOMA, WASHINGTON 


Lorenzen & Thompson, Inc. 
National Representatives 
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THINK — AND 
STILL GROWING! 
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Vutcan, ancient god of the forge, 
smiles with favor on his robust sons of the South... 
as Dixie’s already sizeable metal industries continue 


to develop. 


Recent expansion includes 
the nation’s first tin smelter, 
huge new iron and steel 
plants; another, extracting 
from sea water that magic 
lightweight, magnesium. 

The South’s metal indus- 
tries, even of pre-war days, 
was bigger than the average 
man thought. Here lies Amer- 
ica’s second largest source of 
iron ore, daily becoming more 
important as available ores 
in the Lake’s region near de- 
pletion. Southern mills pro- 
duce from it a third of the 
nation’s hot-rolled iron and 
steel. Practically 100% of 
the country’s bauxites occur 


in this region, and in its midst 
operates the world’s largest 
aluminum plant. 

To people like Frigidaire, 
Kelvinator, G. E.—to all mak- 
ers of home appliances — 
Dixie’s greatly diversified 
economy is significant. It is a 
program for future prosper- 
ity among a people whose 
peacetime ability to buy will 
warrant nothing less than 
your heaviest promotion. 


Don't underestimate the 


Playbill Marks 
60th Birthday as 


Theater Medium 


New York, April 12.—Six dec- 
ades of changes in advertising and 
in the New York theater since the 
dim, distant ’80’s were dramatized 
at a party at the Waldorf-Astoria’s 
Starlight Roof last night, on the 
60th birthday of Playbill. 

Throughout this period, Playbill 
has been published in the same 
six-story building downtown at 
108 Wooster St., a location chosen 
because it was then the heart of 
New York’s Rialto. Niblo’s Gar- 
den was on Broadway just around 
the corner, and theaters, booking 
agents, costumers and others were 
a couple of blocks away, on the 
Bowery. The theaters moved up- 
town, but Playbill stayed and ex- 
panded where it was. 

About 35 legitimate shows are 
running on Broadway now and 
Playbill is the only theater pro- 
gram for all of them, and for the 
Metropolitan Opera. Of its 48 
pages, 40 are advertising. Some 
advertisers, such as Rogers Peet 
and Cluett, Peabody & Co., have 
been in Playbill steadily for more 
than 30 years. Like other publi- 
cations, it has sacrificed advertis- 
ing to the paper shortage. Since 
1942 issues have been cut 25%. 

Playbill has a different publica- 
tion problem for each theater it 
serves. Its total circulation exceeds 
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cific," four power companies have 

joined in a campaign (AA, March 27) 

to proclaim the postwar advantages of 

Washington state. Magazines and 

newspapers in major cities are being 
used. 


salesmen with the publication 
some years ago. The intricate 
management of Playbill is handled 
by Ellis W. Meyers, secretary, 
treasurer and business manager; 
Barbara Blake, editor, and John 
Dow, production manager. 

Mr. Huber says that, despite the 
great possibilities of mixups among 


New South . .. and the sales 


power of the Southern press. 


The Atlanta Zournal 


(oi Div' hike the Dex, 


JOURNAL circulation largest in the South, 
194,03€ Daily; 249,918 Sunday. Our repre- 
sentative: Sawyer-Ferguson-Walker. WSB 
is The Journal's 50,000-watt radio station. 


the present 35 books, the organi- 
zation is “about 99.9% accurate.” 


700,000 a month, 9,000,000 a year. 
Founded by the late Frank 
} ge Storrs, its ——— ?— Doh A 
ve years ago to Playbill, Inc. i 
Ralph Trier, now 78 and for more . erty Joins poaey 
then 88 veers with the craant George C. Doherty has resigned 
a Sy OF w , ganiza~| 45 publicity director of the United 
tion, is honorary chairman of the War and Community Fund, Buf- 
board. Richard M. Huber suc-|fajo, N. Y., effective May 1, to 
ceeded his uncle, Mr. Storrs, as| reenter the advertising business as 
publisher in 1919. Gilbert Lucas,| account executive and public rela- 
president, and Albert O. Ryerson,|tions counselor for Baldwin & 
vice-president, started as space| Strachan, Inc., Buffalo. 


Y3 of all 


employed persons 
are women 


(In 1940 it was one-fourth) 


Chamber of Commerce figures 


San Diego continues to 


Retail sales in San Diego for '€04 alll cities of ona 
February 1944 are amend pag —— " 
at $21,750,000 (Sales Man- Goer asa "an laa M. figures 
agement forecast). Millions 

are being spent monthly to 
satisfy the daily needs of this 
vast army of employed 
women. Reach this respon- 
sive market with one best 
“buy”, the San Diego Union 
and Evening Tribune-Sun. 


REPRESENTED NATIONALLY 


BY WEST-HOLLIDAY CO., Inc. TRIBU NE - SUN 


New York « Chicago « Denver e Seattle Union-Tribune Publish Co 
Portiand « San Francisco « Los Angeles Son Di 1 Californie 
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Chicago Tribune’ 


Plans New Daily 
in Milwaukee 


Chicago, April 12.—The Chicago 
Tribune Company asked the War 
Production Board this week for 
newsprint necessary to start a 
morning newspaper in Milwaukee. 
Requesting a yearly allotment of 
22,872 tons of newsprint, the Tri- 
bune estimated that amount would 
be required for a newspaper with 
a daily circulation of 200,000, aver- 
aging 32 pages, and a Sunday cir- 
culation of 250,000, averaging 80 
pages. 

“The recent primaries in the 
state of Wisconsin have amply 
demonstrated that the people of 
that state, through their repudia- 
tion of the policies of many of the 
Wisconsin newspapers, are dis- 
satisfied with the service they are 
receiving from Wisconsin news- 
papers,” said a letter sent yester- 
day to Arthur Treanor, director of 
the WPB printing and publishing 
division. It was signed by E. M. 
Antrim, assistant business man- 
ager of the Chicago Tribune Com- 
pany. 


Says Paper Long Needed 


“The indorsement of the Chicago 
Tribune is an indication that a 
newspaper published in Milwau- 
kee by the Tribune Company, 
which would provide the high 
standard of public service of the 
Chicago Tribune, would fill a long 
felt want of the state of Wiscon- 
sin,” the letter continued. Before 
proceeding with effecting the many 
details of such an undertaking, the 
letter pointed out, “it is necessary 
to ascertain all the facts regarding 
the supply of the necessary news- 
print for its accomplishment.” 

Asking to be informed of “the 
policy of the War Production 
Board in such a situation,” the 
letter added: “We are under the 
impression that some new news- 
papers within the last year have 
been started in California and their 
supply of newsprint has been 
authorized on a commercial print- 
ing basis under WPB order L-241. 
If this is the policy to be followed 
by WPB in our case, may we have 
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ORDER NOW... NEW 1944 
Standard Advertising Register 


ln these days of rapid fire shifts, the new 
1944 Standard Advertising Register and 

Tvice will keep you abreast of these 
Changes. 

The Register lists over 11,000 national 
aid sectional advertisers. It gives the 
*tecutive personnel of each including 
‘dvertising manager, sales manager, 
uyer of printing. It shows the agency or 
gencies placing the account, territory 
covered and types of media used. In fact, 
itgives all information necessary to effec- 
lively solicit the advertiser or agency 
her by mail or in person. 

. 2 7 

THE AGENCY LIST— issued three times 
“year, April, August and December. A 
», dependable source of infor- 
mation on 1600 advertis- 

ing agencies with their 
\ personnel, recognition 
and the 30,000 clients 
they serve. 


NATIONAL REGISTER 
ry ISHING CO., Inc. 


“-w. $1.  —«-:333.'N. Michigan Ave. 
New ¥, Chicago 


any assurance from WPB that a 
commercial printing quota of 
22,782 tons yearly will be allocated 
to a commercial printer for our 
use?” 

Milwaukee has two dailies, the 
Journal and Sentinel. 


Appoints J. J. Higgins 
National Bottlers’ Gazette, New 
York, has named James J. Higgins 
as its midwestern advertising rep- 
resentative, with offices at 7338 
Woodward Ave., Detroit. 


ANA Membership 
Hits Record Mark 


With 15 new members and no 
resignations since Jan. 1, member- 
ship of the Association of National 
Advertisers on April 13 reached a 
new record mark of 372. 

Twelve of the newcomers are 
American Bemberg Corporation; 
Brown-Forman Distillers Corpora- 
tion; Cherry-Burrell Corporation; 
Crosley Corporation; Flintkote 
Company; Hall Brothers, Inc.; 
New Idea, Inc.; Pan American Air- 


ways; Rollins Hosiery Mills; Jacob 


-|Ruppert, Brewer; Seven-Up Bot- 


tling Company, and United States 
Plywood Corporation. Three others 
have not yet been announced. 


Texans Name Hurley 


Charles W. Hurley, formerly of 
the Corpus Christi Caller-Times, 
has been named national advertis- 
ing director of the Texas Quality 
Newspapers, Inc., and manager of 
its newly opened central office in 
Dallas. 


41 


Dennis Joins ‘Record’ 

Stanley A. Dennis, formerly 
president of the New York Busi- 
ness Paper Editors and of the Na- 
fional Conference of Business Pa- 
per Editors, has been named man- 


‘laging editor of Surplus Record, 


Chicago. Robert V. Breen, recently 
associate editor of Surplus Record, 
has been commissioned a lieuten- 
ant (jg) in the United States 
Naval Reserve. He has been sta- 
tioned at Princeton University, 
where he is undergoing training. 


HAVING A LITTLE TROUBLE SON? 


Things do get snarled up once in a while, don’t they? . . . Always seems to happen at the 


OGER 


2001 CALUMET AVENUE > 


S 


ENGRAVI 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


NG 


Adolph F. Buechele, President 


Phone CAL 4137 -« 


wrong time, too—which is every time something goes haywire. But sometimes seem worse 
than others. What advertising man, for instance, ever heard of a set of four color plates 
goin “sour” when he wasn’t up against a dead line? . . . Only advertising men, artists and 
engravers, perhaps, realize the headaches that can be behind the brilliant color repro- 
ductions and the black and white illustrations that fill our current publications . . . Engrav- 
ing trouble of course, is only one of the things that put distinguished gray around the tem- 
ples of ad men, but that trouble has been “written off” by hundreds of keen buyers of 
engravings. They have found—many of them discovered it over twenty years ago—that 
the experience, the skill, the ability to interpret intelligently and the organization to 
deliver on time which Rogers offers and gives them, have eliminated the worries, the 
excess cost and the “snarls” that often threaten an advertising man’s ability to enjoy his 
business. If you haven't already experienced Rogers service it is constantly available. 


COMPANY. 


CHICAGO, ILLINOIS 
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BER PIES, 


named the publication’s represen- 
tative in Cleveland, with offices at 
1836 Euclid Ave., Room 523, and 
M. D. Pugh its West Coast repre- 
sentative with offices at 2989 Lin- 
coln Ave., Altadena, Cal. 


news bureau, domestic branch, Of- 
fice of War Information. Herbert 
C. Plummer, formerly assistant 
chief of the OWI news bureau’s 
general news desk, has been 
named general news chief. 


Paper Changes Name 

FM Radio-Electronics, New York, 
effective with its April issue, has 
changed its name to FM & Tele- 
vision. Harold L. Stuart has been 


Neil Dalton to OWI 


Neil Dalton, assistant to the 
president of the Courier-Journal 
and Times, Louisville, Ky., has 
been named assistant chief of the 
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Canada Not 


Suburb of U. S., 
Rowe Tells Admen 


Chicago, April 11.—Americans 
who regard Canada as a mere 
“suburb of the United States” 
were disillusioned last night by 
R. C. Rowe, general manager of 
National Business’ Publications 
Ltd., Gardenvale, Que., speaker at 
the meeting of the Chicago Indus- 
trial Advertisers Association. 
While emphasizing the common 
heritage of the United States and 
Canada, Mr. Rowe said the two 
countries are developing along 
different lines. If Canada’s future 
lies elsewhere than within the 
framework of the British Empire, 
it will be as an independent na- 
tion, he said. Its position in the 
Empire will depend on circum- 
stances and in any event, evolu- 
tion, rather than a violent rupture, 
will determine the answer. 

Mr. Rowe said that Canadians 
are frugal, emotionally stable, self- 
reliant and proud. The Dominion 
believes in paying its way as it 
goes and as a result has the high- 
est income tax in the world. It 
has never been, nor sought to be- 
come, a beneficiary of lease-lend, 
Few women are seen in railroad 
stations when Canadian troops are 
leaving for what will be for many 
of them, a last journey. 


No Socialist Danger 


The publisher denied that there 
is the slightest chance that Canada 
will ever vote for a_ socialistic 
regime, which would be completely 
out of tune with the country’s 
political history. 

Not one Canadian bank failed 
during the depression, he said, and 
not one large company closed its 
doors as a result of the national 
habit of laying aside a reserve in 
prosperous times. 

Broadly speaking, Canada and 
the United States have been each 
other’s largest customers, Mr. 
Rowe said. About 60% of the 
$6,750,000,000 foreign investment 
in Canada is held by U. S. com- 
panies and individuals. He pre- 
dicted that trade relations will be 
more tightly cemented by the war. 


FTC Drops Charge 
Against Ben-Gay Ads 


The Federal Trade Commission 
has dismissed without reservation 
the complaint against Thomas 
Leeming & Co., New York, that it 
has made false claims in its Ben- 
Gay advertisements. 

Voiding of the complaint was 
interpreted as conceding the com- 
pany the right to state in estab- 
lished Ben-Gay claims that Ben- 
Gay gives fast relief from pain 
due to colds, muscular strain, 
neuralgia, rheumatism and other 
local ailments. William Esty & 
Co., New York, handles the ac- 
count. 


Named KGO Sales Chief 


Robert Laws, formerly graduate 
manager of publications and dra- 
matics at the University of Cali- 
fornia, has been named manager 
of the publicity and sales promo- 
tion department of Station KGO, 
San Francisco, He succeeds Bob 
Wesson, who has been named pro- 
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gram manager, 


That’s the latest Baltimore 
area census figure. There’ll be 
no sudden collapse in 1944 
of Baltimore worker payrolls. 


Most firms doing war work 
were here before the war and 
will be needed in 1944. They 
employ two-thirds of the 
workers. To reach these work- 
ers use W-I-T-H! 
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Ban on Soy Flour 
in White Bread 
Is Set Aside 


Washington, D. C., April 13.— 
The proposed order, in which the 
Food and Drug Administration 
would have prohibited the use of 
soy flour in white bread, has been 
set aside for the duration of the 
war, at the suggestion of the War 
Food Administration. 

Fought by WFA and the baking 
industry since it was announced 
last August, the order would have 
conflicted with government pro- 
grams for the enrichment of flour 
in wartime, and for the encour- 
agement of soy beans as a food. 

The decision to postpone adop- 
tion of the order was announced 
by Paul V. McNutt, head of the 
Federal Security Administration, 
who said that a “joint investiga- 
tion of all the issues involved” 
had led to the action. 


Many Hearings Held 


Extensive hearings were held 
on the white bread standards in 
1941 and again in 1943. Testi- 
mony was received from millers, 
bakers, nutritionists, representa- 
tives of consumer groups and 


others concerned. The order had 
banned the use of soy flour, dried 


whey and other ingredients. 
Protests were received from a 
large number of bakers and mill- 
ers, but the fight against the or- 
der was led by WFA. In raising 
the question, WFA pointed out 


that a number of other changes 
which might become necessary in 


the composition of bread in war- 


order. WFA pointed out that for 
the duration of the war, it would 
share the responsibility of the 
Food and Drug Administration to 
adopt all practicable measures for 


tion. 


WHAT is Con- 


sumed Today 
MUST Be Re- 


placed Tomorrow.. 


ARTIME schedules, with dou- 

ble-quick turnarounds and 
too little time for adequate service 
and repair, are building up a 
huge backlog of business in con- 
sumable products for those in posi- 
tion to supply the evergrowing 
American Diesel fleet. 


NS of fuel and lubricants are 
consumed in everyday opera- 
tions . . . thousands of miles of 
rope and cable are shredding into 
nothingness . . . tens of thousands 
of piston rings are wearing wafer 
thin. . . hundreds of thousands of 
gallons of paint are flaking away 
. . millions of dollars worth of 
other equipment is being worn out 
on motorvessels now and will 
tontinue so after Victory. Com- 
Petitive conditions in Post-War 
shipping will cause the economical 
motorvessel to become an ever- 
growing portion of the American 
Merchant Marine. Now is the time 
to start planning to share in this 
multi-million motorshipping _ re- 
Placement market. 


© do so will cost but little be- 

cause MOTORSHIP, America’s 
only marine Diesel publication, en- 
ables you to obtain the only 
A. B. C. audited marine Diesel 
‘overage available. 


RITE us today to learn more 
about MOTORSHIP’S low 
‘ates, its big circulation, its pre- 
eminent position in the marine 


Diese! field. 


7. — © 
UBLICATIONS, INC. 
192 LEXINGTON AVENUE 


time could be delayed by the 


maintainance of consumer protec- 


Two Name Brisacher 


Brisacher, Van Norden & Staff, 
San Francisco, has been named to 
handle the radio advertising of 
Sommer & Kaufmann, San Fran- 
cisco shoe retailer, and the account 
of Hulse Importing Company, San 
Francisco importer of Kelly’s rum. 


Carlson to Stadler 


Roy Carlson, formerly of the 
Redlich Studios, Chicago, has been 
named director of illustration pho- 
tography of the Stadler Studios, 
Chicago. 


Don Herold Plans 
Buying Column 


on Sports Pages 


New York, April 11.—Don 
Herold, cartoonist and author, re- 
vealed last week that he will 
launch a nationwide participating 
newspaper advertising column, 
“Man to Men,” as soon as paper 
rationing makes such a feature 
possible. 

Mr. Herold’s new project is 
scheduled for insertion on the 


sports pages of about 50 leading 
Sunday newspapers, with a circu- 
lation of 12,000,000, and will carry 
messages of about 42 lines each 
for from six to nine national ad- 
vertisers of products and services 
appealing to men, starting off with 
an editorial feature on some topic 
of interest to men. 

The new advertising device, for 
which Mr. Herold claims he has 
already signed up most of the 50 
newspapers and a substantial num- 
of advertisers, will follow the pat- 
tern set by Nancy Sasser’s “Buy- 
Lines” column, which is primarily 
addressed to women. 


Philadelphia's Selection 


PAINTED DISPLAY 


WALLS 


3 ewe OUTDOOR ADV. CO. 


PHILADELPHIA N32 W BROAD ST © RADCLIF 7175 


Americans. 


Had TIME been published in 1775, this is how that famed woodsman 
and explorer, Daniel Boone, might have described Dragging Canoe, 
the only Cherokee leader who objected when his tribe sold its an- 


For they can afford to go places and do things—just as they 
can afford to drive better cars, live in better homes, own more 
and better home equipment like refrigerators, radios, sun 
lamps, vacuum cleaners, washing machines. 

They have about twice as much to spend on themselves as aver- 
age Americans. So naturally, they spend a lot more on travel. 

For example, half of Time’s family heads travel by plane 


TOPS WITH A MILLION FAMILIES 


cient “Caintuck” hunting grounds for 


a 


Great Travelers of Yesterday 


“$10,000 worth of baubles.” 


For Great Traveler Boone would almost surely have been a faith- 
ful reader of TIME, as most travelers are today. 


GREAT TRAVELERS OF TOMORROW 


TIME readers have always traveled a lot more than most 


(up to now they have flown more than 2% billion miles). And 
TIME is the magazine that Pullman car passengers, prewar 
cruise passengers, people who stop at the best hotels, read 


and prefer. 


That’s why Time has been the leader in Travel, Resort, 
and Hotel advertising year after year for the past 10 consecu- 
tive years (except for one year when it was second). 

Odds are it will be the leader in the postwar years, too—for 
TIME is tops with people who are going places! 


WHO ARE GOING PLACES 
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. . pattern of marketing and distribu- 
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> presented in its relation to top|presented in a pilot survey by +o lla Jeocccceccseeee 67681556 6,389,255 $25 18'789:918 17,355,661 at 
" EVANS ASSOCIATES, INC. (company management, and to|Opinion Resear Penney, J. C................ 38,491'466  35:512'703 +8.4  99.644.430 -98.130,353. 415 
~~ 4 P ch Corporation on |} 5 & 10 875'503 710135 423.3  2'370'506 2019/5883 1.17 
+: j i - Sn i rate ose's ecnct arabe é +23. , 17.4 
: 307 North Michigan Ave. = and public relations prob what the public is thinking. Un-| Western Auto ............._ 2,972'000 3,067'000 3.1 8'553,000 9'384:000 —89 
‘ vg ems. like previous public-reaction | Woolworth, F. W............ 34,528,982 32,901'210 +4.9 94,901,405 93,505,722 +15 
Chicago, Illinois Monday afternoon there will be|studies sponsored by the ANA, FI rie 
:, a panel discussion of the “coming |this will be concerned more with Total Group ..... .. + +e$180,846,595 $170,014,372 +6.4 $464,485,700 $456,118,340 +128 


Combined Total . . .$418,473,357  $394,589,959 +-6.1 $1,011,135,731 $980,718,825 +3.) 


*5 weeks and 13 weeks. 
ab month period. 
$2 month period. 


Employment and taxes, and only |240000,000 Is 
indirectly with advertising. 


Speakers and session chairmen Radio Donation 


will be announced later. 
to 4th War Loan 


Flack Promotes Two Washington, D. C., April 11.— 


Radio stations and networks do- 
Jo K. Bowman and Florence O./ nated $15,000,000 worth of time 
Miller, with the Flack Advertising alone to the Fourth War Loans 
Agency, Syracuse, N. Y., for seven alone to the 4th War Loan 
= — bee onan tte have drive last January and February, 
sao the reasurer and secre-| nieting the record for last win- 
7 . agency. ter’s campaign, when media deliv- 
ered nearly $27,000,000 worth of 
Gets Luxuray Account advertising material to promote 
Luxuray, Inc., New York,|the sale of war bonds. 
maker of knitted underwear for| Although the report for news- 
women, has named Norman D.|Papers and other media, showing 
Waters & Associates, New York,|2 Contribution of $11,866,221 had 
to handle its advertising in lead- |been — ae a = 
Ss been withheld, pending a study by 
the NAB and OWI. 
Named Wyeth Sales Head Radio’s contribution to or 
Stuart V. Smith has been named|4th War Loan passed by | $3,- 
director of sales of Wyeth, Inc., pone Rigged — Re ne 
pet Pave penn yi —— by War Loan. It was based on OWI 
combining seven American Home ana — - 
Products Corporation subsidiaries a — ahi a a 
in the pharmaceutical, biological |@¢UV!"es, Row was entirely e 
and nutritional fields. Formerly |*!V¢ of talent costs. 


vice-president in charge of sales! , i ae 
E JOB of Reichel Laboratories, now Rei-| Directs Research Division 
chel Division of Wyeth, Mr. Smith Tracy, Kent & Co., New York, 
will integrate the detail sales staff|has named Robert K. Taylor Jr. 
of the member companies. director of marketing research. 
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SOCIETY OF 


He is your best equipment 
prospect. But don’t wait until the job is under way. Too 


busy then to take time out to listen to sales talk on new 66 5 & / L 99 
equipment . . . too late to make changes and to substitute 


materials . . . his sole concern is coordinating the work of 


various crafts with predetermined schedules. Dep artment 

The timeliness of your approach is an important factor. 

The most effective procedure is to meet him in his relaxed Store 

reading hours . . . while his interest is heightened as the f- 
job is being planned. of the Masses 


Talk to him then in his personal magazine, the intimate 
consultation service of his profession. Secure your ap- 


-- pointment through an adequate schedule in CIVIL Don’t Overlook This Tremendous Market in ) our 
vn ENGINEERING. POST-WAR PLANS! 
@ Remember that he h ie } $ CcO- 
Bernt eth oto Pte, Write for 6 pt. Fact Folder... 


the Construction Engineering profession. . 
Merchandising procedures, market inter- 
pretation, collateral service, etc. 


SYNDICATE STORE MERCHANDISER 


79 Madison Ave., New York 16, N. Y. 


CHICAGO @ LOS ANGELES ty 
ATLANTA 


££, 


Largest Audited Circulation in the 


B CIVIL ENGINEERING 


PUBLISHED FOR AND BY THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
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D&G Starts Using 
omic Strips for 


37 
—I0 
=} Jvory Soap 
rs incinnati, April 11.—Procter & 
+3. vom Company has added four- 
+117 Bojlor comic cartoon strips in the 
—12.0 etropolitan Group and Puck— 
= he Comic Weekly, to its extensive 
+48 Bdvertising of Ivory soap in all 
492 ajor media. : ' 
499 This is the first time in the past 
— Bye or six years that P&G has 
+92 Employed this medium for Ivory 
409 Mpoap. The new series is titled 
+59 HRed ’n’ Rough” and its charac- 
+39 Burs consist of “Daisy,” who does 
29 Bhe dishwashing, a red-headed 
+07 [yffian named “Red,” and a one- 
+0.8 pyed hoodlum with the appelation 
ry bf “Rough.” The latter two have 
+44 [been created for the purpose of 
+24 Bo inting up how strong wash-day 
ry soaps make the hands red and 
—07 ough. , 
+27 Copy in the comic strips dwells 
{#2 Bpn the qualities of Ivory, with one 
+174 HRd in the series showing Daisy 
—89 Beading a newspaper ad and say- 
+5 ng: “Oh, oh! This ad says doctors 
+18 MRdvise pure Ivory for babies... 
—— aybe Ivory’ll help my _ poor 
+3| Bows!” The last panel in the 
strip carries Out P&G’s soap con- 
tervation note appended to the 
ompany’s advertising in other 
———_ Bnedia, with Daisy saying, “Don’t 
vaste soaps! They use vital war 
aterials! Save every sliver!” 
JWT Moves Media Dept. 
The media department of J. 
11. §Walter Thompson Company’s Chi- 
; do- (cago office has been shifted from 
time Mthe seventh to the sixth floor of 
Loan the Wrigley building, where the 
Loan outdoor, radio and research di- 
uary, visions are located. The seventh 
win- @floor offices will be utilized by ac- 
leliv- count executives and the admin- 
th of istration and accounting depart- 
mote jments of the agency. 
\eWS- 
wing 
had 
final 
had 
ly by 
the 
$3,- 
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Pure Oil Applies 
‘Free Enterprise’ 
to Filling Station 


Chicago, April 13.—“‘Free Air— 
Free Enterprise” is the headline 
of a special advertisement being 
released by the Pure Oil Company 
to appear next week in 142 news- 
papers in 20 states. Space will 
vary from 672 lines to 1,500 lines 
in the larger papers. 


The copy draws a simple dia- 
gram of the workings of America’s 
free enterprise system as _ por- 
trayed in the development of the 
familiar service station. “Just 
look down on the corner for one 
of the best examples of Free En- 
terprise,” says the ad. “We mean 
the service station run by that 
fellow on the corner — with his 
heart, his ideals and his own 
money in his business.” 

The copy is similar in character 
to the ad run several months ago 
entitled “That fellow on the cor- 


ner,” which created much favor- 
able comment. ‘ 

Going on the theory that every- 
one interested in the war would 
like to have a good map of Eu- 
rope and the world, Pure Oil cur- 
rently is offering a victory map 
set via its NBC radio program 


45 


featuring H. V. Kaltenborn, broad- 
cast Monday through Friday at 
7:45 p. m., EWT. The maps were 
prepared by Rand McNally & Co., 
and are offered to consumers at 
Pure Oil filling stations for 25 cents. 
Leo Burnett Company handles the 
account. 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL WINNIPEG, 


KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET 


REGINA, 


MERCHANDISING . 


- TORONTO 


CALGARY EOMONTON VANCOUVER 


New South 


with Holland’s 


Put Your Finger 


on the Pulse 


cities registerin 


post-war world. 


land of homes, of good living, of 
eeds—that's why Holland's is the magazine of the South. 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 


Put your finger on the pulse of today’s New South and feel the strong, insistent 
throb of new life coursing through the veins of the young giant that is today’s 

New South. A young giant just beginning to feel the power that hundreds of new 

industries—aircraft plants, mines, chemical plants, rubber plants, glass plants, and 
a host of other new and stable industries—are pumping into its veins and sinews. 

There’s money in the pocket of this young giant—money ready to be spent, when 

peace is won, for every necessity and accessory dear to the heart of home-loving 

Southeriiers. A rich reward awaits the advertiser who makes friends NOW with this 

lusty young Southland—who grows with it and shares the bountiful future it has 

in store. Win good will, acceptance and friendship that mean sales, both immedi- 

ate and postwar, by advertising in Holland’s—the magazine of the New South. 


SOUTHLAND SHOWS BIGGEST STRIDES IN POPULATION GAIN 


In keeping with the growth of industrialism in today’s new South are its giant strides in population gain. Fifteen out of 21 
metropolitan markets with the greatest percentage of civilian increases lie in Holland's South. Eleven out of the first 21 
i the largest numerical increases are in today’s New South. That this is a healthy growth is attested to by 
Department of Commerce studies which show that 5 out of 6 Class A-1 areas with the BEST prospects of retaining war- 
time growth lie in today's New South. Five out of the 6 Class A-2 areas with SUPERIOR ini 
growth are in the New South. Eleven out of the 16 cities in Class A-3 areas with EXCELLENT prospects of retaining war- 
time growth are in Southern cities. Evidence undisputable that the Southland intends to hold its new-found strength in the 


rospects of retaining wartime 


HOLLAND’S REACHES HOMELOVERS OF TODAY’S NEW SOUTH. 


Like an old friend who drops in to take ‘pot luck’’, Holland's taps on the door of Southland homes—sure of its welcome. 


Holland's is in accord with the spirit of friendliness of the South—it has been around long enough to know the needs of this 
eautiful gardens and yards. Yes, Holland's knows the Southland’s needs and fills those 
n 
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75 EAST WACKER DRIVE, CHICAGO 


205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 


West Coost Representotives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 


GARFIELD BUILDING, LOS ANGELES 


DALLAS 
TEXAS 
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mm Hostess Cup Cake 
_ Drive Features 
‘Toofer’ Cartoon 


New York, April 12.—Continen- 
tal Baking Company has begun a 
new series of cartoon comic strips 
to augment its 1944 campaign for 


LET ME DOA 
MONTHLY POSTER 
- MESSAGE FOR 
YOUR BUSINESS 


7 Give me a specific problem 
—size of mailing list—and 
Pil send you a “Picture 
Analysis’’—specimens—and 
costs. (Noobligation, of 
course.) 


water K()OH 


ee re 


THREE BARNS 
Stormville, N.Y. 


Hostess cup cakes. Entitled ‘““Too- 
fer A. Nickel,” the strips are 
scheduled to run regularly in ma- 
jor newspapers in key cities 
throughout the country. Toofer is 
the central character of the se- 
ries, a hilarious individual who is 
always trying to get a nickel to 
buy two Hostess cup cakes. 

In addition to the cartoon se- 
ries, colorful 24-sheet posters, 
truck banners and grocery coun- 
ter displays have also been sched- 
uled. A comic book, “The Ad- 
ventures of Toofer A. Nickel,” for 
distribution by retail grocers and 
the daytime radio program, 
“Bachelor’s Children,” round out 
the campaign. 

Cartoonist Voight, creator of 
“Lester dePester and Betty,” a 
comic strip, has been employed to 
sketch the Toofer series for the 
drive. Ted Bates, Inc., New York, 
handles the account. 


Pearson to ‘U. S. News’ 


Fisher H. Pearson, formerly a 
publishers’ representative in New 
England for a number of national 
magazines, has joined the adver- 
tising staff of the United States 


News and will make his headquar- 
ters in Cleveland. 


Blondie to Ernie Pyle. sd 


i 


“Looks like we may not make it... but fortunately 
we can settle down in the waiting room with the 
Buffalo Evening News,* which has everything from 


.the sales research department of 


Small Business 
Gets New Unit in 
Commerce Dept. 


Washington, D. C., April 13.— 
Special studies of the competitive 
marketing and merchandising po- 
sition of small business will be 
one of the major functions of a 
new division of small business 
created in the Department of 
Commerce today. 

Headed by Quincy Adams, who 
recently joined the Department’s 
staff, the division will maintain 
clése relationship with all govern- 
ment agencies and private organ- 
izations concerned with small 
business problems. 

The studies of the marketing 
problems of small businesses will 
be under direction of Wilford L. 
White, a marketing specialist of 
long experience, who was re- 
cently acting director of the re- 
gional economy unit of the Bu- 
reau of Foreign and Domestic 
Commerce. 

Mr. White, who has been with 
the Department of Commerce 
since 1934, did advance work in 
marketing at the Harvard grad- 
uate school of business adminis- 
tration, and was formerly profes- 
sor of marketing at the University 
of Texas, and president of one of 
the organizations which preceded 
the American Marketing Associ- 
ation. 


Second Unit Organized 


A second unit, under William 
Shepardson, will be known as the 
management aid and finance unit, 
and will be concerned with the 
development of management aid 
to small business. Mr. Shepard- 
son has been chief of the small 
business unit of the Bureau of 
Foreign and Domestic Commerce 
since 1941. 

Mr. Adams, who heads up the 
entire project, was formerly edito1 
of Dun’s Review and manager of 


Dun and Bradstreet. Since 1940 
he has served as deputy chief of 
the general statistics staff of the 
WPB and a commissioned officer 
in the office of procurement and 
material of the Navy Department. 


Cain Maps Big Drive 

John E. Cain Company, Cam- 
bridge, Mass., maker of mayon- 
naise and other products, will 
launch a_ large-space, all-news- 
paper campaign in May in New 
England, New York State and New 
Jersey similar to its successful ad- 
vertising program last fall when 
it dramatized the troubles of the 
over-taxed community grocer. 
Preceding its release, a presenta- 
tion of the campaign will be made 
in Boston to the entire Cain sales 
organization. Chambers & Wis- 
well, Boston, is the agency. 


em dil 


Advertising Age, April 17, 194 


Forms Paper Company 


The stock papeterie division of 
the General Engraving Company 
Chicago, has been established ag, 
separate unit with the name of 
Aristocrat Paper Company and 
offices and factory at 517 S. Jeffery. 
son St. Stockholders of the Gen. 
eral Engraving Company have 
named Harry Cohn to the newly. 
created office of chairman of the 
board. Harry O. Sandberg wa; 
named to succeed Mr. Cohn ag 
president. 


Issues Service Paper 


The Pittsburgh Post-Gazette has 
inaugurated a service edition for 
men and women in the armed 
forces. The eight-page paper, 8% 
x11 inches, is issued every two 
weeks. No advertising is carried, 


Art Director—Buyer 


Do you want to head a small but active Art De- 
partment that produces a variety of roughs and 
buys most finished work outside? We have art 
and designing problems in point-of-sale mate- 
rials, packages, direct mail and advertising lay- 
outs in all media. Comfortable, friendly people to 
work with. Permanent berth for right man (draft 
exempt) or woman. Location Chicago. Interview 


confidential. Reply Box 4708, Advertising Age. 
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counties in the fruit producing column. 
Stop at the 22nd, Worcester County, 
is the WTAG market. Within 
40-45 days in the Fall, 1,000,000 
bushels of apples (or approximately 
3,750,000 apples a day) go to market 
or into storage. Every bit of this im- 


WAG 


~ WORCESTER, The Industrial Market, has an Agricultu 


GQ 


3,750 


of 


3000 


over WTAG. 
with 


RAYMER CO. National Sales Representatives 


WIAGTy| WORCESTER 


THE WORCESTER TEL 


Worcester’s BIG industrial market is 
dominated by WTAG — from the 
INSIDE. Here’s evidence. When the 
Worcester County Extension Service 
queried farmers, 395 out of the 403 
who replied, wrote that they listened 
to the 6:15 a. m. agricultural program 
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Ryan to Inland Rubber 


William K. Ryan, formerly in 
charge of advertising sales promo- 
tion, directory usage promotion 
and market research for five years 
for the Reuben H. Donnelley Cor- 


pair equipment for use principally 
in communities where vulcanizing 
service has never before been 
locally available. 


Kienly Promoted 


“ffer- April 23. American Association 
Gen. § .¢ Newspaper Representatives, 
have § spring dinner meeting, Waldorf- 
Wly- § actoria, New_York. 

{ the April 25-27. American News- 

Was § paper Publishing Association, Wal- 
M a B Gorf-Astoria, New York. 

May 1-3. Association of Na- 
tional Advertisers, semi - annual 
membership meeting at West- 
chester Country Club, Rye, N. Y. 


e has n to association members only. 
n for § OPE P 

‘me, | =May 16-17. Inland Daily Press 
rth Association, spring meeting, Chi- 


0. 
two . = 19-20. International Affili- 
7 ation of Sales and Advertising 
—— § clubs, spring conference, Hotel 
——, ABrock, Niagara Falls, Ont. 

— 1} May 25-27. Associated Business 
Papers, annual spring meeting, 
Westchester Country Club, Rye, 


% f 
Tats 4-7. Advertising Federa- 
tion of America annual meeting 
and second war advertising con- 
ference, Hotel Sherman, Chicago. 
June 5-6. National Industrial 
Advertisers Association, regional 
conference, Eastern chapters, Hotel 
Claridge, Atlantic City, N. J. 
June 5-7. Newspaper Advertis- 
ing Executives Association, 33rd 
annual spring meeting, Hotel Com- 
modore, New York. 

June 6-8. Public Utilities Ad- 

vertising Association, annual meet- 

ing, Palmer House, Chicago. 

June 12-14. Pacific Advertising 

Association, annual convention, 

Fresno, Cal. 

June 25-27. New England Coun- 
cil of Advertising Clubs, summer 

Sconference, New Ocean House, 

Swampscott, Mass. 

Aug. 28-31. National Associa- 
tin of Broadcasters, annual con- 
vention, Palmer House, Chicago. 
Sept. 22-23. National Industrial 
dvertisers Association, annual 
i Edgewater Beach 


Sept. 25-27. Southern Newspa- 
r Publishers Association, annual 
nvention, Arlington Hotel, Hot 
prings, Ark. 


ossheim Joins CED 
Richard Rossheim, honorably 


ischarged from the Army last 
tober after a year’s service, has 


a 
: A 

ONCEPTS" 

are acquired 


Ne little brick schoolhouse or the 

- tick schoolhouse, young America 
“Much more than the three Rs. 
“wt acquired concepts of all sorts, 

~%8 those about business, eco- 
and the American Sy:tem of 
rise. What are you doing to ac- 
" thool teachers with the real 
the ut the way you do business 
; ‘ee your products? You can tell 
Public school teachers in their 
.: Publications—State Teachers 
et us give you the full 


Srergia C. Rawson, Manager 


RTACHERS MAGAZINES, Inc. 


poration, Chicago, has been named 
advertising manager of the Inland 
Rubber Company, Chicago. He! Typewriter Company, 
will supervise the advertising of 
Inland’s vulcanizers and tire re- 


Andrew C. Kienly, formerly 
eastern sales manager of the Royal 


has been, 
named sales manager of the com-; 
pany’s portable division. 


Plugs Robert Burns 


General Cigar Company, New 
York, has launched a month’s 
campaign for Robért Burns cigars 
in newspapers in 25 major mar- 
kets throughout the country 
through Donahue & Coe, New 
York. Although demand for Robert 
Burns exceeds supply, W. K. 
Rubin, advertising manager of the 
company, said the campaign is in- 
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* tended to keep the brand in smok- 
ers’ minds. 


FCC Okays KBIZ Sale 


The FCC has authorized the sale 
of Station KBIZ, Ottumwa, Ia., to 
KBIZ, Inc., a new corporation 
headed by James J. Conroy, Su- 
perior, Wis., for $60,000. KBIZ had 
been owned by the late J. D. Fal- 
vey of Ottumwa. 
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‘SEATTLE 
POST- 
INTELLIGENCER 


SAN 
FRANCISCO 
EXAMINER * 


LOS ANGELES *N 
EXAMINER 


For full details on Pacific Coast markets, call 


HEARST ADVERTISING SERVICE 


THE BIG THREE 


g2n Ave., Chicago |, Illinois 
S004. a 
ction ¢ 42 state teachers magazines 
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Extensive, ec 
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- Reach 1 out of every 2 fomilies 
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Pacific Coast Coverage 


onomical, effective! — 
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WHAT YOUR CUSTOMERS DON’T KNOW - won't hurt THEM 


BUT IT HURTS YOU 


vinle quere YOUR PRODUCT cgeins 


The User's ‘I didn't know" 
The Competitor's ‘‘switch to mine” 
The Retailer's ‘‘just as good” 


makes all merchandising effort more effective 


erts are. container-sealed fold- 
“-. labeled by hand or machine 
t the outside of your package. 


OUTSERTS, INC. aa 


— 


; gee. 


Three Leading 


Cigaret Companies 
Renew on CBS 


New York, April 13.—Three 
leading cigaret companies, all 
major radio advertisers, have re- 
newed their programs over the full 
CBS network. 

Effective April 30, Philip Morris 
& Co. has renewed “Crime Doctor,” 
heard Sundays 8:30 to 8:55 p. m., 
EWT, with rebroadcast from 11 to 
11:25 p. m. The Biow Company 
is the agency. 

P. Lorillard Company, for Old 
Gold cigarets, has renewed its 
Wednesday 8 to 8:30 p. m., EWT, 
spot, presenting Frankie Carle’s 
orchestra and singer Allan Jones, 
with a rebroadcast from 12 mid- 
night to 12:30 a. m., EWT. J. Wal- 
ter Thompson Company handles 
the account. 

For Lucky Strike cigarets, 
American Tobacco Company has 
renewed “Your Hit Parade,” 
starring Frank Sinatra, Joan Ed- 
wards, and Mark Warnow’s or- 
chestra, and heard Saturdays 9 to 
9:45 p. m., EWT, with rebroadcast 
at midnight. Renewal is effective 
April 29. Foote, Cone & Belding 
is the agency. 


Firestone Renews 


Firestone Tire & Rubber Com- 
pany has renewed “Voice of Fire- 
stone” over the full NBC network, 
effective May 29, for 42 weeks. 
Heard Mondays 8:30 to 9 p. m., 
EWT, the program features a sym- 
phony orchestra under the direc- 
tion of Howard Barlow with Rich- 
ard Crooks, tenor, as vocalist. The 
renewal marks Firestone’s 16th 
year as a full-time sponsor of NBC 
programs. Sweeney & James Com- 
pany, Cleveland, is the agency. 


Kellogg Renews 


Kellogg Company has renewed 
“Superman” over 188 stations of 


the Mutual network in behalf of 
Pep. The program is heard Mon- 
days through Fridays 5:45 to 6 
p. m., EWT. Renewal runs through 
the remainder of the year. Ken- 
yon & Eckhardt is the agency. 


Adds 39 Stations 


Clark Brothers Chewing Gum 
Company, sponsor of John J. An- 
thony’s “Goodwill Hour” over the 
Mutual network, has purchased 39 
additional stations, making a total 
of 101 outlets for the program, 
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heard Sundays 10:15 to 11 p . Mm, 
EWT. Walker & Downing, Pie 
burgh, is the agency. 


Lockheed Cancels 


Following its broadcast of Apri 
30, Lockheed Aircraft Corporation 
Burbank, Cal., will cancel jt, 
weekly half-hour program, ‘ ‘Amer. 
ica—Ceiling Unlimited,” hear, 
Sundays 2 to 2:30 p. m., EWr 
over 61 CBS stations. The pro. 
gram made its initial broadcag 
Nov. 9, 1942. The company is sajg 


SIMPSON-REILLY, LTD. 


Publishers’ Representatives 


San Francisco ® 


Announce That Effective 
April 15, 1944 
MR. WM. BLAIR SMITH 
Is Appointed Manager 
Of Their 


San Francisco Office 


Mr. Smith transfers from the Los Angeles Office and 
will cover Northern California and the Pacific Northwest. 


Los Angeles 


What you can do about an 
important national asset 


@ Extremely heavy Lend Lease requirements for Vita- 
min A, resulting in War Production Board Allocation 
Order M373, emphasizes the necessity of this vitamin 


to a world at war. 


Vitamin A is an important national asset. The visible 
supply is temporarily short; it must be conserved. It 


must not be wasted. 


For the time being, probably few new products can 
be fortified with vitamin A. But your plans are long- 
range. As you investigate possibilities for future prod- 


uct improvement via vitamin A fortification, W 
invite you to learn the facts about DPI vitamin A con 
centrates, the products which we believe to be the fines 


in the field. 


There are definite advantages in using a vitamin 


concentrate which is notable for stability, for blandness 
for accurately stated potency. 


Get your vitamin A fact file up to date. Write for com 


plete information about our concentrates of vitamin A 
an important national asset. 


DISTILLATION PRODUCTS. INC. 


“Oil- Soluble-Vitamin Headquarters” 
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MERCIFUL — Paying tribute to the 
Army Medical Corps, Nash-Kelvinator 
will run this ad this week as the latest 
in its institutional series. Insertions 
of 1,000 and 1,750 lines are scheduled 
in 179 newspapers in 155 cities, in ad- 
dition to full pages in I! national 
magazines. Geyer, Cornell & Newell, 
New York, is the agency. 


to have been dissatisfied for some 
time with its early afternoon spot 
and is expected to resume either 
on CBS or some other network 
whenever a more favorable period 
becomes available. Foote, Cone & 
Belding is the agency. 


Buys 5-Minute Spot 


Quaker Oats Company, Chicago, 
has contracted with the Blue Net- 
work for the five-minute time 
period, 10:40 to 10:45 a. m., CWT, 
immediately following the airing 
of Libby, McNeill & Libby’s “True 
Story” program. The contract for 
52 weeks, was placed through 
Sherman K. Ellis & Co. and is 
effective June 19. The program, 
whose format is yet to be chosen, 
will be heard Mondays through 
Fridays over the full Blue Net- 
work. 


NET FOR TANGEE 

New York, April 13.—George 
W. Luft Company, manufacturer 
of Tangee cosmetics, will make its 
bow as a network advertiser May 
1, with sponsorship of “Sammy 
Kaye and His Sunday Serenade” 
over 176 stations of the Blue net- 
work, 

The musical program will fea- 
ture Sammy Kaye, of “swing and 
sway” fame, and his orchestra, 
previously heard on the Old Gold 
show and recently replaced by 
Frankie Carle and his music. 
Heard in behalf of Tangee Petal- 
Finish face powder, the show will 
be aired Sundays from 1:30 to 
1:55 p.m., EWT. 

The company’s purchase of the 
Blue Network program is in line 
with expansion of its advertising 
in other media for Petal-Finish 
powder, introduced about a year 
a0, and since extensively pro- 
moted via magazines, newspapers 
and local cooperative newspaper 


Selling To Women White 7 , 
They're Young 


| Bited -» GIRL SCOUTS 
| Baw 5 ch’ Sereet, New York 1 


alates 


row along with us! 4 


225,000 ABC! 


“MBE R} OF THE YOUTH GROUP 


” 


Bere 


advertising, and in Latin Ameri- 
can countries. After an absence 
of about four years, Luft returned 
to radio in February, when it be- 
gan a five-time weekly series of 
five-minute transcribed musical 
programs on WJZ, key outlet of 
Blue in New York. The company 
will continue this series. Warwick 
& Legler is the agency. 


Takes New Quarters 
Spencer W. Curtiss, Inc., indus- 
trial advertising agency, has moved 
its Indianapolis offices to larger 
quarters at 901 Circle Tower. 


Fairchild to Start 
Daily Bulletin Service 


Fairchild Publications, New 
York, will inaugurate May 1 a 
daily telegraphic bulletin service 
for the Midwest that is expected 
to speed up by at least 24 hours 
the receipt of important trade 
news in that area. 

The service, called Fairchild’s 
Newswires, will be available to all 
cities within over-night mail de- 
livery of Chicago and St. Louis, 
and will consist of a roundup of 
the highlights of the day’s news as 


gathered for the Fairchild publica- 
tions, covering the apparel, textile, 
home furnishings and related 
fields. The bulletins will be tele- 
graphed from editorial headquar- 
ters in New York late in the eve- 
ning over leased wires to Chicago 
and St. Louis, where they will be 
reproduced and rushed into the 
mail for subscribers. 


Joins ‘Army News’ 

Ralph A. Renick, formerly with 
Good Housekeeping and Pictorial 
Review in New York and more 
recently chief liaison officer and 


: or 
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senior industrial analyst for the 
War Production Board, Washing- 
ton, D. C., has been appointed ad- 
vertising director of Army Times, 
weekly newspaper of the U. S. 
Army, Washington, D. C. 


For Signs of 
the Future 
Look to— 


SIGN CO, LIMA, ONTO 


Rochester 7, 


-DAY planning will be fruitless if it goes no further than mere wishful 
thinking and dreaming of post-war opportunities. Just as the armed forces 
must anticipate the next enemy move and plan their strategy accordingly, so must 
you anticipate stiff competition and do something about it. 


For example, consider your sales and advertising literature. By planning now 
to use FULL Color, you will be taking an important step to help give you the 
edge over competition and enable you to hold or gain a position of leadership. 


Folders, booklets, circulars, broadsides and other literature, produced in 
FULL Color, inspire confidence, reflect quality, and increase desirability for 
goods or services in a far greater degree than similar material in one or two 
colors. And—surprising to many, perhaps—FULL Color literature need not be 
expensive! Because of our exclusive FULL Color “Gang Run” Method, we can 
produce your sales and advertising literature in sparkling, dramatic FULL Color, 


at a price comparable with what you are asked for only two colors. 
today . . . let us help you with your post-war advertising material problems. 


New York 


(Offices in Principal Cities 


FOLDERS * BOOKLETS 
BROADSIDES * CIRCULARS 
PACKAGE INSERTS * POSTERS 
STREAMERS * DISPLAYS, etc. 


It’s Vital in the Post-War Battle for Sales, too! 


, 


Producers of Fine FULL-Colored 


Write 


FREE! 
VALUABLE 28-PAGE BOOK 


Write today for your free copy of our 
book, “The Value and Patriotic Use of 
FULL Color.” It describes the extra ad- 
vantages of FULL Color and tells how 
to get effective results at low cost. 
Packed with helpful information. Send 
your request to Dept. AA44. 


STECHER-TRAUNG LITHOGRAPH CORPORATION 
San Francisco 11, California 
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‘Citizen Soldiers’ 
in Industry Get 
Tide Water Appeg] 


San Francisco, April 13.—Tide 
Water Associated Oil Company 
has expanded its citizen soldier 
theme — first launched to recruit 
additional help for civilian de. 
fense and other war effort actiyj- 
ties—over into the industrial aq. 
vertising field to sell the idea of 
being a citizen soldier on the job, 

The transition from a strictly 
consumer, extra-curricular  ap- 
proach to the direct, patriotic ap. 
peal aimed at the industria] 
Guy five ir ee worker himself, officials said, was 
‘y ciceeee m the natural consequence of elab- 

- orating the many phases of citi- 
zen soldier possibilities. 


Buyer /, NATIONAL AND LOCAL 


Should Know What 


PRINTING PRODUCTS CORPORATION 
_Can Do For Them 
Equipment and Organization is unusual — Operation is Day and Night. eT 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations, 


5 oy ee 
Pet act tt it 


ere 


‘ In its early advertisements on 

A large, efficient and completely Sin ed - ) 

iC \ | THE , . ee aes ubject, which appeared in 

SPECIALISTS IN THE PRINTING OF equipped printing plant. approximately 200 Pacific Coast 
(The former Rogers & Hall Com- 


CATALOGS e PUBLICATIONS pany plant) 24rsheet posters” throughout {i 


marketing territory, Associated 


and printing requiring the same kind of equipment and organization to produce, . headlined | its message with the 
such as Booklets. Price Lists, Flyers. House Organs, Convention Dailies, Proceed- banner, You, _ too, should be a 
ings of Conventions. Directories, College and Institutional Year Books, Paper spl r Se ee A 
sa » Le antities ‘ireulars, ete. “agg nee he Y 
Covered Books, Larger Quantities of Circulars, ete New Disp ay Type me age a Re ger ped 
for all printing orders. aid the country’s war effort — in 
P —_ harvesting and processing, 
ae j = _— inti . lood donor service, nurses’ aid 
HERE is a large volume of the kind of printing Printing Pro , . 
ucts Corporation is best equipped and organized to produce, so Clean Linotype, work, scrap salvage, etc. 
if in doubt, it is best to write or phone what is wanted and informa- Monotype and Ludlow type- Deal Explains Aims 
tion will- be promptly given. setting. “Consideration io the mam 
_ a ways a citizen soldier could par- 
Here is complete equipment and organization to handle all or any Salcate ims hams teens pec oo 
part of printing orders in which we specialize — from ILLUSTRA- All Standard Faces led inevitably to the essentisl 
TIONS and COPY to MAILING. 


of type and special faces, if place of the worker himself in his 


_ . : day-to-day labors,” said Harold 
Printing Products Corporation has system. No orders get lost or side- desired. R. Deal, Tide Water’s advertising 
tracked, Each order is assigned to an experienced executive who watches and sales promotion manager, 


and follows the order from receipt of cuts and copy until delivered. Gee d Presewor. —_ “and we decided to develop some 


a specifically how he could be a 
one or more colors. citizen soldier while on the job. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 


en ; Then, too, we hope the repetition 
National Bank of Chicago and other banks. Dun & Bradstreet, Inc., ns . . . > tn 
rates Printing Products Corporation and associates over $1,000,000 highest Facilities for Bi nding Phone Phe y gm A gh .-2 = 
standing. : as fast as the presses print. the urgency of his work and its 
PROPER QUALITY 7 in the over-all war 
: . picture.” 
because of up-to-date equipment and best workmen. Mailing and Delivery The advertisements, chiefly two- 


QUICK DELIVERY 


thirds page size, will be geared to 


service as fast as copies are the particular industry reached by 


because of automatic machinery and day and night operation. completed. each publication. This list in- 

: cludes a dozen papers serving 

RIGHT PRICE . such — as construction, build- 

‘ eins . ae al Ing and engineering, machinery, 

because of superior facilities and efficient management. 4 SAVING is often shield sane ema a en pee 

os ; — ; 7 ; 2 A S. y > umbering, and pulp and paper 

A printing connection with a large, reliable printing establishme we will in shipping or mailing when manufacturing. In eight agricul- 
save much anxiety regarding attentive service, quality and delivery. ilies ae ol ie Piiones tural publications, the company is 
He printing ts done in © 89, addressing special messages slant- 

the great central market and ed to citizen soldiers “on the food 


WE ARE STRONG ON OUR SPECIALTIES distributing point. front.” 
New ‘Paper Sales Year 


’ 
- Book’ Is Issued 
e e The Davidson Publishing Com- 
pany, Chicago, has issued its sec- 
ond edition of “The Paper Sales 


Year Book,” which contains in its 
LF ; iERS ALL COMPANY ; 
(THE FORMER ROGERS & H ) a ae Gee Ee 
LUTHER C. ROGERS 


H. J. WHITCOMB about every paper and d- 
Chairman and P R l N T E R n P E Cc I A L I Ss T Ss Vice-President and uct under more ‘a 700 classifi. 


Management Advisor Assistant Director of cations, as well as numerous charts 


Sales 
L. C. HOPPE ; . ¢ Electrot pers and tables and a resume of the 
First Vice-President, Arlists Engravers of L. C. HOPPE ps oe and conservation 
Assistant Chairman : od i Se ents orders. : A 
and Managing Director Telephone Wabash 3380—Local and Long Distance Soenenney signed as the — pe Ms 
A. R. SCHULZ ; : > OTRERT TICACQ * INOIS  W. E. FREELAND pedia” for members of the paper 
president and POLK AND LA SALLE STREETS, CHICAGO 5, ILLINO —Ractrnnene Ghuiry, the beck cate 


many problems created by paper 
restrictions, is being sold to print- 
ers, publishers and advertisers. It 
is priced at $7.50. 


ODAY...the 
SCHENECTADY 


GAZETTE 


Purchasing power is high in Schenectady. 
Payrolls are 400% over 1939. Tap this 
buying power. Place the Gazette (leader 
in circulation and advertising) on your "A" 
schedules. 


OMORROW..the 
SCHENECTADY 


GAZETTE 


Schenectady will retain its buying power. Conversion 
‘plans of its industries ~~ G. E. and American 
Locomotive) will stabilize employment. 41°%/, home 
ownership will help. And when selling once more is 
competitive, the Gazette will supply the needed 
impetus. 


REYNOLDS-FITZGERALD, INC., National Representatives 
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Adds Radio to 
(944 Campaign 
for Palm Beach 


Cincinnati, April 13.—A nation- 
wide schedule of chain break an- 
nouncen nts and minute spots, 
as well as a cooperative | radio 
plan fo! dealers, became impor- 
tant additions this week to the 
1944 advertising and promotional 
campaign for Palm Beach cloth- 
- spot and chain break radio 
campaign will be sponsored by the 
maker of Palm Beach, the Good- 
all Company, on stations in 37 
jeading cities throughout the 
country, according to Albert L. 
Morse, who 
was appointed 
advertis- 
ing manager of 
th company 
last February. 

Via this cam- 
paign alone, 
Mr. Morse said, 
Goodall expects 
to reach more 
than 26,000,000 
male listeners 
each night. It 
will be concen- 
trated within the comparatively 
short season for Palm _ Beach, 
which usually runs from the end 
of May up to July 4. 


Offers Scripts, Transcriptions 


Palm Beach dealers also will be 
offered without charge transcrip- 
tions of one-minute spots and 
scripts for Tbcal use. As with the 
company-sponsored radio time, 
this promotion is new this year for 
Goodall. 

Cooperative newspaper adver- 
tising, which Goodall swung back 
to last year after abandoning this 
practice in 1942, also is destined 
to play a dominant role in the 
1944 campaign, Mr. Morse said. 
The liberal advertising plan prob- 
ably will be little changed from 
lat year, when dealers were of- 
fered up to 50% of the cost of 
space based on percentages of 
purchases. 

These advertisements feature 
the national Palm Beach theme, 
“22% cooler,” and also emphasize 
that in a market of general price 
rises there will be no increase this 
year in prices on Palm Beach 
suits. Continuing quality of the 
garments will be stressed. 


To Use ‘Newsweek’ 


To promote its Springweave anda 
Sun Frost tropical models, the 
company has scheduled space in 
Newsweek and in the magazine 
and rotogravure sections of a se- 
lected list of newspapers. Coop- 
trative advertising also will be 
offered dealers on these suits. The 
Initial Newsweek copy, featuring 
Sun Frost, will appear in the May 
29 issue, to be followed by three 
Insertions. Spring Weave will be 
featured in two insertions in the 


A. L. Morse 


———— 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
Passed on from shift. to shift — 
eech copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


+ *% THE *& x 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


Rees 


magazine and roto sections during 
late May and June. 
Supplementary aids will aug- 
ment the 1944 drive, Mr. Morse 
said, including newspaper ad and 
mat service, full-color counter 
and window displays, store dec- 
orations and direct mail. 

Details of the campaign were 
unfolded last week at the annual 
spring meeting here, attended by 
the entire Goodall sales organiza- 
tion. Elmer L. Ward, president 
and general manager, emphasized 
the company’s strategic position 
in the industry, the importance of 


the Palm Beach label and its re- 
lationship with the dealer and 
consumer. 

Ruthrauff & Ryan, Chicago, is 
the Goodall agency. 


N. Y. Donates 860,240 
Lines to Red Cross 


A record contribution of 860,240 
lines of free advertising space 
with an average cash value of $1 
a line has been donated to the 
Red Cross 1944 War Fund of 
Greater New York, according to 
Mrs. Henry Breckinridge, chair- 


man of the advertising space sol- 
icitation bureau. 

Combined donations of daily 
and weekly newspapers, commer- 
cial advertisers, the foreign lan- 
guage press, magazines and trade 
publications were listed in the re- 
port as an important factor in 
seeking the city’s quota of $22,- 
386,000, of which only $3,000,000 
is still to be raised. 


Two Join Ayer 

Stanton P. Nickerson, formerly 
assistant to the president of Brown 
University, has joined the public 


Sc la ara 


51 
relations department of N. W. 
Ayer & Son, Inc., New York, and 
Minnie I. Watson has joined the 


agency’s educational department 
in Philadelphia. 


PARE YOU SELLING THEM EFFECTIVELY? 


. 
= You should have — counsel 
; on bow to reach the growing 

he Pat $7 Billion Negro Market. Consult=* 

pore» DAVID J ‘SULLIVAN 

EVERY 10 ~ 
amenicons ie cy reais sme-cm F 
BET ee harksting * Advertising « 


$45 Fifth Avenue + New York, N. 


To find the answer, look about you...for it is everywhere. 


Never have there been so many and varied sources of 


information. Yet never has there been so great a demand for 


newspapers as there is today...and never have people read their 


newspaper advertising an indispensable tool 
as you face the continuing problems of 


advertising in time of war. 


newspapers more eagerly or more thoroughly. 


news that’s full and clear as well as fast, but also for 


People live today in a world of problems...problems far too 
complex to solve with a smattering of information. ‘That's 


why they’re relying so universally on newspapers...not only for 


practical wartime guidance in a form that can be quickly 


understood and kept and referred to again and again. 


That, in turn, is why the Government is depending so heavily on 
newspapers today to convey its urgent messages to the people. 


All this is what gives the newspaper the unique and unprecedented 


values it offers advertisers right now. All this is what makes 
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Artist 


Package designer with modern cre- 
ative ideas. Knowledge of produc- 
tion. Excellent postwar possibilities. 


State age, experience, draft status, 


and salary expected. Reply Box 4710, 
Advertising Age. 


Baltimore & Ohio 


Back in Magazines 


with Big Campaign 


Milwaukee Road 
Expands Schedule 
for 1944 Drive 


color insertion 
Saturday Evening Post. 


2 


Baltimore, April 12.— Marking 
the Baltimore & Ohio Railroad’s 
return to national magazines on 
an extensive scale after an absence 
of several years is a new campaign 
that broke with a half-page, two- 
in the April 8 


It is in addition to the railroad’s 
current series of advertisements 
on “Young America” that appears 
in 247 daily and weekly “on-line” 
newspapers in 178 towns, and the 
coordinated drive dealing with the 
war effort that is being conducted 
by the B&O and six other eastern 


i. eee? 


railroads in 22 large cities. 

The new campaign, pointing up 
the strategic importance of the 
B&O system, employs a somewhat 
different approach than the usual 
war effort advertising —that of 
paying tribute to the accomplish- 
ments of other industries. 

Thus, for instance, the opening 
advertisement, under the caption 
“The Might of America Starts with 
Coal,” points out that “our gieat 
mining industries are producing 
over 54,000,000 tons of coal a 
month! Without this coal, Amer- 
ica might easily be lost.” The rail- 
road ties in its own achievements 
by declaring that in an average 
month the B&O “transports over 
4,000,000 tons of coal to furnish 
power, light and heat to war 
plants and to meet civilian needs.” 

Other advertisements will fea- 
ture oil, steel, agriculture and 
other important industries. 

By linking its accomplishments 
with those of basic industries mak- 
ing invaluable contributions to the 
war effort, it was pointed out by 
R. C. MacLellan, advertising man- 
ager of the B&O, the advertise- 
ments will show how the B&O is 
supporting the drive—as well as 
develop good will and “perhaps 


Do you depend on Studebaker Spot Broad- 
casts for news these days? Then you know what 
tremendous regular audiences these locally aired 
newscasts have. And you know how intelligently . . . 
and successfully... Studebaker uses them to main- 
tain its national sales organization by keeping its 
dealers busy. 

How do the dealers themselves feel about Spot 
Radio? They love it! Studebaker radio advertising 
goes out over high-powered local stations with a 
wide area coverage. It goes out at the right time 
i and to the kind of audiences most likely to be inter- 
ested in the Studebaker messages. 


RS 


*Spot Broadcasting ts radio advertising of any type, from 25-word announcements 
to full-hour shows, planned and placed on a flexible market-by-market basis. 


This advertisement, appearing also in FORTUNE Magazine 
for March, is one of a FORTUNE series published in the inter- 
est of Radio Stations represented by John Blair & Company. 


To sell the car of tomorrow... 
Studebaker puts the news of today 


m SPOT BROADCASTING’ 


Ask your John Blair man about Spot Broad- 
casting. He has spent years helping to make adver- 
tising solve tough sales and merchandising prob- 
lems... and he'll gladly add his knowledge of radio 
and fine radio stations to yours. 


@BLAlR 


& COMPANY *"" 


EXCLUSIVELY REPRESENTING LEADING RADIO 
STATIONS THROUGHOUT THE UNITED STATES 


Chicago 
New York 
St. Louis 


Los Angeles 


— Re ge 


THE MIGHT OF AMERICA 
STARTS WITH 


At thes time of world crisis, we may well thank vce 
for dhe rich beds of coal, virtually inexhaustible reservo'- of 
power, beneath America’s soil. To heap our war plants hue og, 
transportation runamg smoothly, hames and offices coor et. 
able, our gerat mining industries are producing aver 33,000 00 
tons of coal a month! Wabout this coal, America might sil 
be lost. ¢ We, of the Raltimors & Obio Railroad, work chxciy 
vith many of the nation's greatest mmes, By this first-hand bi «i. 
edge, we knw the bugeness of the job they do. For the B & O 
aloue, in an average morth, transports over 4,000,000 tons of 
coal wo furnish power, tight and heer to Snr planes and to ore 
civilian needs, Over our 11,000 miles of track great coal 
trains are thundering dey and sight—every car laden to copa. 
ty. Getung them through on time ts one of the mast impor un 
jobs tor our 70,000 worker. We know that “the migh: of 


Anwrica starts with coal.” ee 
5 CF owen Med 
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BALTIMORE & OHIO RAILROAD 


TRIBUTE TO INDUSTRY—The Balti- 
more & Ohio Railroad is re-entering 
national magazines on a broad scale, 
In this ad in the ‘SEP’ the railroad tells 
how the coal industry is aiding the 
war effort. Following ads will describe 
the wartime achievements of other 
basic industries served by the B. & O. 


profitable postwar business through 
reciprocity.” In addition, he said, 
by selecting various industries in 
the 13 states served by the B&O 
“We indicate the strategic impor- 
tance of the B&O system,” which 
is further emphasized by a sketch 
map of the railroad and the sym- 
bol “Linking 13 Great States with 
the Nation.” 

Continuity is achieved in the 
series by applying to each adver- 
tisement a uniformity of type and 
layout treatment and, particularly, 
use of the B&O map and symbol. 
In addition, every advertisement 
is signed by President R. B. White. 

These advertisements have been 
scheduled for Business Week, Col- 
lier’s, Fortune, Nation’s Business 
and The Saturday Evening Post. 
Special advertisements have also 
been slated for a list of magazines 
and trade publications. The in- 
itial advertisement in Fortune will 
be reproduced in pamphlet form, 
with a special message to 20,000 
business and community leaders 
in cities and towns along the B&O 
lines. Other advertisements will 
be used on dining car menus, in 
timetable folders, in the company’s 
employe magazine and as station 
posters. , 

Richard A. Foley Advertising 
Agency, Philadelphia, handles the 
account. 


MILWAUKEE ROAD 
EXPANDS ‘44 PROGRAM 


Chicago, April 11.—With the na- 
tion’s railroads facing even more 


————! 
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ays in their efforts to meet 
neavy demands of war traffic, the 
Milwaukee Road has expanded its 
1944 advertising program to pro- 
mote a &' ieral public understand- 
ing of tr: nsportation problems as 
well as 10 support the campaigns 
peing cal ried on by the War Ad- 
vertising Council, OWI and other 
overnment agencies. : 

A new departure for the railroad 
is the use Of full colors in several 
magazines and the extension of its 
schedule to “off line” newspapers 
ig an expansion over its 1943 cam- 
paign. In all, the railroad will use 
114 daily mewspapers and 545 
weeklies ‘on line” and 49 dailies 
in “off line” cities where agencies 
are maintained; four-color and 
two-color full pages in seven na- 
tional magazines; black and white 
pages in local, trade and educa- 
tional magazines; and weekly 
newscasts over 25 radio stations 
in “on line” cities. 

Roche, Williams & Cunnyngham, 
Inc., Chicago, is the agency. J. V. 
Gilmour is the account executive. 


More Shoes Sold 
Than Produced 


Under Rationing 


Washington, D. C., April 13.— 
Sales of rationed shoes exceeded 
production by 53,000,000 pairs in 
1943 despite rationing, OPA re- 


trying d 


vealed today in a report on 
monthly sales. 
During the year, 295,122,000 


pairs of shoes were sold against 
ration currency and _ 3,209,000 
against special certificates. Inven- 
tories of ration-type shoes at the 
beginning of the year totaled 254,- 
238,000, while 200,844,000 were on 
hand at the end. 

The total supply of shoes avail- 
able during the year was 469,044,- 
000, but 127,275,000 were of the 
non-rationed type, and an addi- 
tional 46,647,000 pairs were taken 
for military and export use. 

Sales reached a peak in June, 
when 45,995,000 coupons were re- 
deemed. Other heavy months 
were February, with 34,002,000 
pairs sold, and January with 32,- 
800,000. 


Hedgren New Sales Head 

Arthur W. Hedgren, formerly 
manager of Q-Floor sales for the 
H. H. Robertson Company, Pitts- 
burgh, maker of building products, 
has been named general manager 
of sales for the company. He suc- 
ceeds Fordham C. Russell, who has 
joined Fuller & Smith & Ross, Inc., 
Cleveland agency. Mr. Hedgren 
has been with the Robertson Com- 
pany for the past 21 years. 


Names Cramer-Krasselt 


The Cramer-Krasselt Company, 
Milwaukee, has been named by the 
War Manpower Commission as 
area volunteer task force agency. 
Walter Seiler, president of the 
agency and publicity chairman of 
the Wisconsin state war finance 
‘committee, will direct the task 
force’s activities. 
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‘Out to Lunch’ 
Sign Revived for 


Liquor Dealers 


New York, April 12.—Remember 
the clock sign with the movable 
hands that announced that Dr. 
Soanso or Small Businessmen 
Suchandsuch was “out to lunch” 
and would be back at 2? This 
nearly extinct symbol of a quieter, 
less exacting business era has re- 
turned to flower and favor as a 
result of wartime shortages. 

With practically nothing to sell, 
liquor store owners have shunned 
the lugubrious pleasure of sitting 
idly in their empty stores hour 
after hour and of having to shake 
their head sadly as streams of op- 
timistic would-be purchasers have 
popped in. They’ve taken to keep- 


9 


ing open an hour or two a day, 
or even an hour or two a week 
(one important Washington liquor 
store has had a homemade “out to 
lunch” sign on its door continu- 
ously for weeks), and thirsty cus- 
tomers have become even more 
thirsty in their aimless wanderings 
from one closed store to another. 

Alf Ebbesen, advertising man- 
ager of William Jameson & Co., 
which sells Gallagher & Burton’s, 
thought something ought to be 
done to help the harassed store- 
keepers and their customers, and 
to prevent the appearance of too 
many crudely lettered signs. So 
dealers are being supplied with 
clock cards which say, “Open 
again at Be patient... 
and all’s well.” The back of the 
card announces that “We sell only 
at OPA ceiling prices,” and the 
Gallagher & Burton name gets a 
good play on both sides. 


Atlantic Refining to 
Air Big League Games 

Atlantic Refining Company, 
Philadelphia, has* completed ar- 
rangements to sponsor for the 
ninth consecutive season broad- 
casts of major and minor league 
games over a network of stations 
in Pennsylvania and along the 
Eastern seaboard. It will be the 
sole sponsor of the Athletics, 
Phillies and Pirates games, and 
will divide the Boston and Balti- 
more broadcasts with other com- 
panies. 

An innovation will be the inau- 


— atm 
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guration of a 50-minute “Sport 
Jamboree” on days when no games 
are scheduled or when contests 
are postponed because of weather 
conditions. This program will in- 
clude a discussion of the teams, 
personalities and various phases 
of the sport. N. W. Ayer & Son 
is the agency. 


Taylor Joins Kent 

Robert K. Taylor Jr., formerly 
with the research department of 
Schenley Distillers Corporation, 
New York, has joined Tracy, Kent 
& Co., New York, as director of 
market research. 
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ADVERTISING IN 


The General Electric Company, and other large 
national advertisers, are applying their advertising 
and merchandising facilities to furthering the war 


effort. Our 82 years’ 


experience serving American 


industry, and our Government, enables us to key 


such effort to essential wartime activities and postwar 
reconversion problems. 
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£ | Humor and account executive for ‘ wis Moves 
j a Paulson to Jackson | Maxon, Inc., and Roche, Williams Frederic Le ” 
John P. Paulson, recently a|& Cunnyngham, has joined the| Frederic Lewis, Photography, 


civilian specialist with the Army | staff of McStay Jackson, Inc., Chi-|has moved to 36 West 44th St., 
engineers in the Aleutians and for-| cago industrial designing product| New York 18. The new telephone 
merly sales manager of College | engineer. number is Murray Hill 2-7134. 
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Patriotic Themes 
Get the Call for 
5th War Loan 


Dramatic Copy to 
Aid Attempt to Hit 
New Lending Heights 


(Picture on Page 65) 


Washington, D. C., April 12.— 
Hard hitting advertising copy de- 
signed to make the home front 
share the urgency of the battle- 
front will dominate war bond ad- 
vertising more than ever in June 
and July when the Treasury seeks 
to sell $6,000,000,000 worth of 
securities to individuals during a 
four-week period. 

Already approved and in pro- 
duction, the advertising program 
for the 5th War Loan will match 
in intensity and scope other aspects 


‘ 
e 
Cote Wile her beauty-conscious! 
7 
This young lady changed her hair-do—after she lem?” “Beauty Dictionary,” “What Your Husband 
started to read SECRETS, the magazine whose self- Thinks of You,” “Ilow to Lose Pounds,” and a 
improvement policy is activating over 750,000 wo- half-dozen other self-improvement features. 
men readers to “do something” about themselves, = What better spot could you find for telling the story 
their children and their homes. of your own self-improvement product! 
SECRETS tells its readers not only what to do to ; 
improve themselves, but how to do it. This singular 
| editorial policy is having a terrific impact upon a 
large cross-section of American women—is moving 
its primary market of more than three-quarters of a 
million women into BUYING ACTION. 
— In the current issue you will find such “Secrets of 


Successful Living” as: “What is Your Beauty Prob- The Magazine of Dramatized Self-improvement 


100 North LaSalle Street, Chicago 2, Ill. - 67 WEST 44TH STREET, NEW YORK 18, N.Y. + 403 West 8th Street, Los Angeles 14, Calif. 
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of a campaign which has a quota 
$700,000,000 above the individya) 
sales of the previous drive, com 
pleted in February. 

The 5th War Loan drive, whi, 
gets under way June 12, and cop. 
tinues until July 8, will be ¢op. 
siderably shorter than the 4t) 
which ran for five weeks. It wij 
be based on the theme “Fight py 
His Side,” although the slogan wij) 
not appear in all promotional ma. 
terial. A 5th War Loan shield wij 
be widely featured. 


Turns to Patriotism 


In making the patriotic appeg 
the basis for 5th War Loan ag. 
vertising, Thomas H. Lane, diree. 
tor of press, radio and advertising 
explained that copy which dog 
not strike the patriotic note dy. 
ing the late portion of spring may t ro 
backfire. “If, as it is entirely pos.g@™ © 
sible,” Mr. Lane explained, % 
major military effort and the drives 
are on together, war bond adver. 
tising which puts major emphasis 


on safe investments and ‘Give $3 ig 
—get $4’ would be obviously ang -” Fe 


painfully out of tune.” 
Self-interest appeals will not be 
entirely neglected, he said. They 
are to be used “as completely anit 
powerfully as space permits.” |p ated 
some cases the self-interest appealll dapted 
may be worked into the copy, andff..; 
in others these appeals may be in. Va 
cluded in a box which gives all Treas 
the major reasons for  buyingk cours 
bonds. bst in tl 
The 5th War Loan will be the§ opitiz 
“most urgent and most vitally im-B ning 
portant financial effort to date—Bin o 
perhaps the most important of theional a 
whole conflict,” Mr. Lane said. Ith. 55 ¢ 
is expected to tell Americans thatfhng 50, 
the need is greater than ever be-Bnade a 
fore, and to meet that need, eachBng sta: 
individual must buy double the 
extra bonds he bought last time. DR. 
Four Agencies Cooperate itch 
Four War Advertising Council p pr. 
task force agencies have cooper-Byecytiy 
ated in the preparation of specialfr the 
newspaper and magazine advertis-Bhamed 
ing for the drive. Two of theseBbrecide 
full page ads will be mailed out infiyitche] 
the Treasury mat packet nexifk dy e 
month to prepare the way for they ¢ 
Treasury salesmen who will VvisitfPhicago 
every individual during the drive§ yr. 
These two ads, “What Kind of afi); 
Man (or Woman) Would Take ap the r 
Job Like This” and “The VictoryRising 
Volunteers Are on the Way” are P 
by Young & Rubicam and Ruth- 
rauff and Ryan, respectively. Thej}; 
Treasury has also ordered 1,000- 
line adaptations of these for tab- 
loid-size reproduction. 
Newspapers will be offered 4 
total of 19 full page ads during the 
drive, with 19 1,000-line adapta-®, ] 
tions and 14 400-line size ads,j°W# 
Sherwood King, chief of the ad- | OPA 
vertising section, said. Of these,fpPWles 
five will be offered to the regularff' the « 
Treasury mailing list, but the re-—R* Be 
maining 14 must be ordered on ang * tl 
order blank which will be included 
in the campaign book which willftom 


product: 
d smi 


be mailed early next month. Farl | 
ne 
Some Typical Ads 4, 


Typical of the newspaper adsfork, ij 
will be “I Died Today—What Did 
You Do?” and “How Would YouUBs.., 
Like to Deliver This Telegram?” by 
Erwin, Wasey; “Do You Expect t0 
Be Alive at Dinner Time?” by OL 
Young & Rubicam; “106,000 Purple 
Hearts Appeal to You” and “The 
Bonds You Bought Have Gone t 
War but the Battle Is Bigger Than 


4 
“WFEDF Flint said the 


admiral is in town.” 
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Ever” bY Ruthrauff & Ryan; and 
“This Beachhead Is Big Enough 
or All of Us” and “Tired of Lend- 
whienf ing? You Don’t Know What Tired 
dts” by Albert Frank. — 

se Ee 'phe five mats which will be 


D€ Con. ; Pe 2 

‘ed to all Treasury mailing list 
— 4th, a are to introduce the drive 
ight | ha and help it over the rough spots, 
am will Mr. King : xplained. The first, “It’s 
nal a teamwork That Does It,” will ap- 
cld witigpear a week ahead of the drive. 


Others are “Fifth War Loan Opens 
Today,” ‘This Is the One That 


| appeal 
ban ad. 
», diree. 
ertising ; 
Magazine Covers at Work 
Magazines will play an impor- 
ant role in the 5th War Loan, 
ith more than 250 of the nation’s 
. ‘Heading publications devoting their 
he drive#-ont cover to bonds during June. 
1 adver-f, special magazine ad, “This 
‘mphasisfi, merican Is Not Expected to Buy 
Give $8, Extra War Bond,” showing a 
usly andffiead soldier, will also be used. 
In addition to special radio and 
ll not bei ther media, the Treasury will 
€YB,ave two sponsored 24-sheet post- 
tely ands and a 24-sheet poster for do- 
its.” Infhsted displays, which can be 
st_ appeal hdapted for car cards. All adver- 
OPY, andBising will feature the special 5th 
ty be in-Byar Loan shield. 
gives allf Treasury field workers will be 
buyingBncouraged to develop local inter- 
bst in the drive, particularly in the 
ll be thefnobilization of local advertising 
tally im-Behind the effort. A special slide 
o da Im, outlining all aspects of na- 
nt of theBional and local promotion, as well 
said. Ith: 55,000,000 descriptive folders 
cans thatiend 50,000 campaign books will be 
ever be-Bnade available to regional officers 


eed, eachBend state and local chairmen. 
uble the 


“t time. ‘Dp, R. Collins Joins 
erate itchell-Faust 


; Council p.R. (Spec) Collins, an account 
> Cooper Byecutive of The Buchen Company 
of specialMor the past seven years, has been 
advertis-Byamed a vice- 
of theseBbresident of the 
led out infMitchell - Faust 
ket nextkdvertis - 
'y for theling Company, 
will visit hicago. 
the drive Mr. Collins 
Kind of Bill specialize 
d Take an the merchan- 
e Victory Rising, distribu- 
Way” aleBion advertis- 
nd Ruth-fhy and promo- 
rely. TheBin of durable 
‘ed 1,000-Boods, building 
> for tab-Bnaterials and 
oducts marketed to the rural 
dsmall town trade. 


he 
, a 


D. R. Collins 


offered 4 


Juring the 
t — * . 
e adap Bowles Will Speak 
f the ad-§ OPA Administrator Chester 


bwles will discuss price control 
tthe annual meeting of the Chi- 
Ago Better Business Bureau, April 
,at the Palmer House. 


Of these, 
ne regular 
ut the re- 
‘red on an 
e included arse ae 

vhich willftomas Joins Cairns 

onth. farl B. Thomas, formerly with 
a f Metropolitan Group, has 
as bined John A. Cairns & Co., New 
paper ads™tk, in an executive capacity. 
-What Did 
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cme SHCOLLINS, MILLER & 
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New Lipton Copy Uses 
‘Brisk Flavor’ Theme 


Thomas J. Lipton, Inc., Hoboken, 
J., has begun a nationwide 
campaign built around the theme, 
“Brisk flavor,’ for Lipton Tea. 
Copy, featuring endorsements by 
leading firm actresses, explains the 
word “Brisk” as a term of tea 
experts, meaning flavorful, full- 
bodied, quality tea. 
Regular insertions of two-thirds 
and half-page ads have been 
scheduled in 10 leading magazines 
and farm journals, supported by 


|half and full-page, four-color ads 


in Sunday newspaper magazine 
sections in key cities. First ads 
will appear in May issues. Spot 
radio announcements on Columbia 
network’s “Big Sister’ program 
completes the schedule. Young & 
Rubicam, New York, is the agency. 


Names Will Grant Agency 


The Will Grant Advertising 
Agency, Los Angeles, has been 
named to handle the account of 
the MacMillan Petroleum Cor- 
poration, that city. 


Piel’s Beer Starts 
Newspaper Drive 

On the theme, “A*leading ‘Light’ 
on the Great White Way,” Piel 
Bros., New York brewer, has 
launched its largest newspaper 
campaign in several years. News- 
papers are scheduled in 11 cities 
in New York, Connecticut, New 
Jersey, Pennsylvania, Delaware 
and in Washington, D. C., through 
William Esty & Co., recently ap- 
pointed to handle this account. 
Radio spots also are scheduled for 
use in the New York market. 


55 
“Piel’s light beer . . . light in 
flavor, light in color .. . stars on 


the bars of Broadway,” says the 
copy. The beer will be shown 
against a background of amuse- 
ments and night life. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 
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Gun dogs aren’t publicized like glamour girls— 
but they tug at more heart strings anyday. All 
gunners will tell you so—and there are over 
8 million of them in the United States! 

That’s a life-size market for any product. Add 
about 12 million anglers and you begin to get 
an idea of the magnitude of the outdoor field. 

This market is served by Field & Stream. For 
38 years sportsmen have looked upon Field & 
Stream as their authority on shooting and fish- 
ing. Among magazines it’s a “must” for over 
300,000 hunters and fishermen. 

This audience is composed entirely of peo- 
ple who do things. There are no soft spots in 
Field & Stream’s circulation. It appeals only to 


‘ield @ Stream 


elt 


PREFER THIS “PIN-UP” 


those who are able (economically, physically, 
mentally) to live vigorously—and to live well. 
They are the people who own the best dogs, 
shoot the best guns, use the best tackle—and 
who buy the best food and clothes and cars and 
other things the market has to offer. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVENUE, NEW YORK CITY 22 


The Field & Stream Perpetual Challenge Trophies are coveted awards 
among owners of gun dogs. 
. . . 


Field & Stream's "Big Fish Contest’’— now in its 33rd year — is the 
angler’s “championship event.”” Records are made and broken re- 
peatedly from year to year in this Contest — to the intense interest of 


millions of anglers. 
. . . 


Among sportsmen's magazines, Field & Stream has been the number 
one selection of advertisers for 33 years straight. 
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Sectional Shifts 


in Population 
Shown by Study 


Washington, D. C., April 13.— 
The combined. effect of the migra- 
tion of civilians and the disposi- 
tion of members of the armed 
forces resulted in an increase in 
the population of the South and 
West by 2,500,000 and a decrease 
of 450,000 in the North Central 
and Northeastern states between 
1940, and 1942, the Bureau of the 
Census reported today in the first 
estimate of population to include 
locally stationed members of the 
armed forces. 

Based partly on war ration book 

Increase read- 


FREE ership of your 


ads with LIFE-like EYE* 
CATCHER photos. Nothing 
like them anywhere. Used 
by biggest advertisers. 100 
new subjects monthly. Mat 
or glossy print plan $5 
month. Write for new 
FREE proofs No. 101. No 


obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38th St., 
New York 16. 


registration data, and partly on 
statistics of births and deaths, 
with allowances for immigration 
and the strength of the armed 
forces, the study showed striking 
shifts in the population by re- 
gions, divisions and states. 


Greatest Change in South 


By far the biggest change of 
any of the four regions was scored 
by the South, which showed an 
increase of 1,622,980 persons, o1 
nearly 3.9%. While the West 
showed a percentage gain of 6.7%, 
in actual persons the increase was 
only 929,788. The Northeastern 
states lost 470,473, the North Cen- 
tral states broke about even, but 
the country as a whole gained 
2,101,225, or 1.6%. 


18 States Show Decreases 


Five states—Virginia, Florida, 
Arizona, Nevada and California— 
and the District of Columbia had 
percentage increases of more than 
10%, with California scoring the 
greatest numerical increase, 775,- 
361. New York state suffered the 
greatest numerical loss of popu- 
lation, 508,848, although 18 other 
states also showed decreases. 


Education by Radio 
Names I. Keith Tyler 


I. Keith Tyler, director of radio 
at Ohio State University, has been 
named president of the Associa- 
tion for Education by Radio in an 
election conducted by mail among 
the association’s 900 members. 
Other officers named were: Luke 
Roberts of Station KOIN, Portland, 
Ore., and Robert B. Hudson of the 
Rocky Mountain Radio Council, 
Denver, vice-presidents; Elizabeth 
Goudy of the Office of Education, 
Washington, D. C., secretary; and 
George Jennings, acting director of 
the Radio Council of the Chicago 
Public Schools, treasurer. 

They will be installed at the 
Institute of Education by Radio 
in Columbus, O., May 5. 


Findley Is Promoted 


Giles L. Findley, on the public 
relations staff of the Minneapolis 
office of McCann-Erickson since 
September, 1943, has been named 
head of the department, succeed- 
ing V. R. West, who has joined 
Pillsbury Flour Mills Company as 
director of public relations. 


Cverybody 
Reads the 


Newspaper! 


Besides their wide range of 


and features, Booth Newspapers have 
close daily ties with practically every 
member of every family in their com- 
munities. These ties are based on the 
personal interests and activities of their 
readers — dad’s bowling team, happen- 
ings at the shop and office, mother’s Red 
Cross and other wartime activities, the 


world news 


school and sports activities of Jack, Sis 


and their friends! 


Everybody who reads at all, reads the 
newspaper! In peace and war, no other 
advertising medium is so intensely /ocal, 


so complete in its coverage, so frequent 
in contacts or so responsive in sales 
results. 


Despite wartime restrictions and diffi- 
culties, Booth Michigan Newspapers are 
providing the finest newspaper service 
possible, thus preserving those basic 
advertising values so long recognized by 
leading advertisers. 


@ For further facts, call Dan A. 


Carroll, 110 E. 42nd Street, New York 
City 17, N. Y.; or John E. Lutz, 435 
N. Michigan Avenue, Chicago 11, Ill. 


BOOTH Zeichigan NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


. a 


Advertising Age, April 17, 19g advert 


Cali 
Gro 
Hits 


It’s a small world, all right, and the advances of aviation ang 
radio are making it even smaller. In Guadalcanal, Lt. (jg) Rober; 


W. Sarnoff, 25, who was visiting the Army airways communications { - y 
system in that area, literally bumped into his younger brother, Firg aoe’ ] 
Lt. Edward Sarnoff, 23, who is an Army communications officer §;,, histo 
Both are sons of RCA chief David Sarnoff, himself recently recalleg an ave 
to active duty... $78.38 | 
Miriam Gibson, who heads pub. relations for Shulton, Inc., ang@ jing to 
also serves as asst. to ad mgr. Irma Ericcson, is back from an early § eighth | 
vacation spent in Canada... dustry 
Former adman Richard Rossheim, just named head of field de. by the 
velopment literature and promo- The 1 
tion for the CED, can attest to to high 
the fact that anything can hap- © tion co 
pen during war times. He left — crushin, 
the agency field more than a og oo 
year ago to join the Army. His emption 
wife, Betty, who became quite ceiling | 
lonely, also became imbued with At th 
a patriotic fervor and joined the of grap 
Wac. Last October Richard was tional a 
honorably discharged while his wines t 
wife is now a first sergeant at- per car 
tached to the Air Force. So per, cal 
Fi : : said. FP 
now it’s Richard who’s lonely wine Cc 
and doing the pining. . . the tot 
Lester L. Wolff, director of down 1 
creative services for The Winer volume 
Co., ad agency in New York, has WINS AWARD—Max Friedman (right), parent 
been appointed pub. relations of- With the sales staff of KRNT and KSO, § wine i 
ficer of the Civil Air Patrol, Ca- Des Moines, accepts from Ted Enns, @ droppec 
det Training Group, Manhattan national sales manager of the Cowles § 1942 ar 
Givicies, Tae versatile Laster wit stations, three war bond awards for Inven 
, : : selling the largest total of E, F and G Bures inc 
continue as Nat’l. Adjutant Of bonds; the largest number of individual § least ar 
the American Camouflage Corps, bond sales; and for being top-ranking § wide wi 
instructing Signal Corps photog- - salesman for all bonds. estimate 
raphers in Astoria, L. I. in pro- be aval 
tective conceaiment. . . 1944 th 
Lawrence Fertig, pres. of the New York agency, and a debater ane 
since his undergrad days at NYU, took to the boards at Cooper oe — 
Union March 31 to edify his audience on “The Economic Under- fayco w: 
writing of the Constitution.” .. And at Adv. Federation headquar- 
ters, cigars were being passed around by Earle Pearson, g.m., and 
new grandfather. His son, Dick, at Jefferson Barracks, Mo., has a Dept. 
brand new son of his own. . . Televi 
Roy S. Durstine, head of his own agency, has leased an apt. on J [rwin 
fashionable Park Ave. . . Eric Johnston, 46-year-old Spokane elec- § Televisi 
trical merchandiser and mfr. who is pres. of the Chamber of Com- fand pro 
merce, has been awarded the Poor Richard Club’s silver medal of §ple” anc 
achievement and citation. Mr. Johnston departs shortly on a “Mis- §# W22 
sion to Moscow” at the invitation of Premier Stalin for the express om . 
purpose of scrutinizing the Soviet economic system with a view to Ga 4 
postwar trade... Believ 
It was a big day at the Visking Corp. when Capt. Donald N. Ald- ftp sery< 
rich, formerly with the sales dept. and now Chicago’s “Ace of fa depart 
Fighter Aces,” visited his former co-workers. The Marine flying J advise 
ace, home on furlough after bagging 20 Jap Zeros in the South gj ™tters 
Pacific, received a war bond tribute from J. P. Smith, Visking vice- ater 
president. . . receivin: 
At the Advertising Club of New York General Manager Charley § y cto). 
Green’s smile was even more genial than usual early this month. } of tejey; 
He celebrated his birthday April 4, amidst reams of congratulations J ning anc 
from members. . . Rowlanc 
FCC Chmn. James L. Fly smiled broadly when NBC’s genial Jad K. 
press mgr., John McKay, told officials of the network, GE, Philco, manager 
DuMont and the press that while NBC has thrown plenty of upper- J's t 
—— — cuts at the FCC 0 
ak) chief, he coun- 
eS fe : tered with some 7 
, y stiff jabs himself opened 1 
42 ay which had NBC Bgoving 
: on the ropes 4 fithe Ame 
couple of times. fin suite 
Occasion was 4 building 
dinner at the § ston, 
Ritz-Carlton, fol- }j—_ 


lowing the first 
film premier t 
be presented via 
television. Said 
NBC v.p. John 
F. Royal: “The 
world will be 

; our stage in tele 
SHOWS PRIZE-WINNING SIRE—J. T. Ward, owner of Vision.” Said Mr. 
WLAC, Nashville, proudly displays “American Ace," Fly: “One needs 
father of a long succession of fine show horses, at his a good face MR, 


estate at Brentwood, near Nashville, one of the show this business 
places of middle Tennessee. Hollywood stars are among (television) 
the buyers of the sire's famed offspring. Giles L. Find- 
ley, newly - aP- T 
pointed head of the public relations dept. of McCann-Ericksons URMIN 
Minneapolis office, is an amateur photographer of note. One of env. 


his photos, a picture of his 18-month-old daughter, Sybel Marié, TH 


I 

was used on a recent cover of Northwestern Miller. . . RREN s, 
Two Philadelphia agency principals hit the society news columns Woy TH 
recently when each announced the engagement of a dau: nter. ww 
Gerold M. Lauck, a director of N. W. Ayer & Son, revealed that hiS Buvayy, 
daughter, Sidney Carol, will wed Lt. Robert C. Mattoon, now O@,, TH 
duty in the South Pacific. And Harold H. Kynett, partner of Ait TOR 


kin-Kynett Co., announced the engagement of Lt. (jg) Mary 1!iz@- 
beth Kynett to Lt. Austin B. Speed, with the Army air forces # 
Fort Myers, Fla. . . 

A. F. Davis, vice-pres. & ad. mgr. of Lincoln Electric Co., C'ev© 
land, is delighting the households of his friends with gift paca8@ 
of Geauga County maple syrup. . . 


pa 
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California Grape 
Growers Income 
Hits Peak in “43 


San Francisco, April 12.—The 
farm value of California’s grape 
crush last year was the highest 
in history, totaling $61,920,474 for 
an average estimated return of 
$78.38 per ton to growers, accord- 


Berg Joins Winer 


Robert I. Berg, formerly with 
J. P. Murray Advertising Agency, 
San Francisco, has joined the copy 
staff of the Winer Company, New 
York agency. 


Walker Joins ‘Flying’ 
Franklin D. Walker, formerly 
with the Post-Standard, Syracuse, 
N. Y., and the public relations staff 
of the Curtiss-Wright Corporation, 


Standard Oil 
Adapts Slogan 
to Poster Series 


(Picture on Page, 65) 

San Francisco, April 12.—Twist- 
ing its wartime slogan to fit the 
new series, Standard Oil Company 
of California currently is paying 
tribute to various western indus- 


for the wartime period, “Standard 
takes better care of your car!”’, the 
slogan on the new posters, repre- 
senting the declaration of the cen- 
tral character of each poster, 
reads: “Standard takes better 
care of my car too!” 

The first poster of the series 
showed a railroad locomotive with 
the engineer at his cab window 
and the boxed slogan serving 
somewhat as a balloon. The sec- 
ond poster, currently on the 


Joins Strauss Company 
Charles M. Sherwood, formerly 
with the War Production Board, 
has been named to take charge of 
the wholesale activities of Joseph 


Strauss Company, Buffalo, N. Y., 


automotive distributor. 


Names MacDonald-Cook 

Security Locknut Corporation, 
Chicago, has named MacDonald- 
Cook Company, Chicago and South 


., and jing to preliminary totals of the Buffalo, N. Y., has been named/| tries in a postwar campaign sched- boards, shows a dramatic moment poern M ae agency, to Rendle Ms 
early @eighth annual grape and wine in-| editor of Flying, Chicago. uled to run throughout the re-|in the hauling in of the net on a : 
dustry survey released this week SE aie Sea mainder of the year. western fishing boat at sea. The 
id de. by the Wine Institute. Heads Cresta Blanca Employing dramatic illustrations | slogan appears to the right of the MULTIGRAPHING 
The record returns were ascribed and featuring such essential in-| captain. MIMEOGRAPHING 
to higher labor and other produc-| Joseph B. Donnelly, formerly|dustries as railroading, fishing,|} The new poster series was de- 


(right), 
id KSO, 
d Enns, 
Cowles 
irds for 
> and G 
dividual 


tion costs, scarcity of grapes for 
crushing due to utilization of an 
abnormally large part of the total 
for food purposes, and OPA ex- 
emption of winery grapes from 
ceiling prices. , 
At the same time, the scarcity 
of grapes and wines caused na- 
tional apparent consumption of all 
wines to decline from .838 gallon 
per capita in 1942 to .735 gallon 
per capita in 1943, the institute 
said. Preliminary figures on U. S. 
wine consumption in 1943 place 
the total at 93,560,000 gallons, 
down 16.7% from the record 1942 
volume of 112,246,000 gallons. Ap- 
parent consumption of California 
wine in all markets last year 
dropped 23.7% from the record 
1942 apparent consumption. 
Inventory and production fig- 
ures indicated continuation for at 
least another year of the nation- 


vice-president in charge of oper- 
ations of the Cresta Blanca Wine 
Company, Livermore, Cal., has 
been named president of the com- 
pany. 


farming, etc., the series of 24-sheet 
posters will appear in the seven 
western states of Standard’s mar- 
keting area. 

Following the theme adopted 


signed by Marsh Hibbard, art di- 
rector of Batten, Barton, Durstine 
& Osborn, San Francisco. The fin- 
ished paintings were executed by 
Willard Cox and Morris Logan. 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. 


wu WEBI 


om 


ty 


-ranking & wide wine shortage. The institute 
, estimated that no more wine will 60.6% 
be available for market during 
1944 than in 1943, and a , 
shortages of transportation, bot- 
lebater tles, cartons, and other materials MORNING ‘ 
Cooper € may operate even further to re- 
Under- F iyce wine shipments. * 
dquar- me 
n., and 
has a §Dept. Store Names 
Television Consultant 
apt. on # Irwin A. Shane, director of the 
e elec- §Television Workshop, New York, 
f Com- Band producer of “Interesting Peo- 
edal of Bple’ and other television programs 
, “Mis- §8t W2XWV- DuMont, has been J 
ox press named television consultant of YOUR 
‘ Rich’s Department Store, Atlanta, 
view to Ga. 
Believed to be the first person 
N. Ald- Bto serve in such a capacity for 
Ace of fadepartment store, Mr. Shane will 
» flying Badvise the management on all 
. South § matters pertaining to department 
@ vice | Store television, including installa- 
is Ve tion of intra-store transmitting and cou he ae ¥ e nt ¥ th hi e 
receiving equipment, and training eee y raig ] e omes in 
— of store personnel in preparation 
mo ' 


ilations 


if television scripts, program plan- 
hing and production. 
Rowland, 


Miss Carrie 
advertising manager, 


America’s 19th Market ...HOOPER INDEX 


CHICAGO 


genial f¢nd K. V. P. Burnham, display 
Philco, #™nager, will be in charge of the 
upper. JS television program. PROVES SCRANTON LISTENS TO WGBI! 
e F —_—— 
= Opens Capital Office 
himself Ly jnfeemation after has boon ‘ According to Hooper, it’s clear sailing ahead when 
d NBC Hsevice and Public Relations of you buy WGBI... because you’re steering straight for the 629,581 
opes 4 fithe American Medical Association . s 
times. [i suite 800, Columbia Medical spenders in the rich SCRANTON—WILKES-BARRE industrial mar- 
was ul ing, 5 I St., . ” asn- . . 7 . . . : 
t thefieton, D. CY ket. His Listening Index credits WGBI with a morning rating of 60.6 
n, fol- —————— . . 7 . 
“— and that’s the low! In the evening that rating climbs to 64.9... in 
a a A BI GC H E LP the afternoon it’s a phenomenal 73.0! 
| Said That’s why we weren’t surprised to discover more 
L. John a oe : - 
, ¥ ng — ON YOUR than 127 advertisers have used WGBI consistently for four years or 
vill e . 7 - . . ; < 
in tele SOUTHERN I RIP more. Like most national spot advertisers, they know it really pays 2 
‘ id Mr. a y 
— to RELY on WGBI. Learn how you can get your share of America’s = 
face Ti ives Southern ditt whee yen en 19th Metropolitan Market. Ask your John Blair Man. 
S . 7 we of a good, comfortable, friendly 
. k ions i ’ 
‘ Find- age SNe SS SPCR (Figures from Hooper Station Listening Index—Oct. 1942 thru Feb. 1943) 
: , GA. 
7 - THE ANSLEY 
-ickson’s § "2MINGHAM, ALA. 
One off, THE TUTWILER ° 
| stare Ih ANDREW SCRANTON PENNSYLVANIA 
THE ANDREW JACKSON 
RENSBORO, N. C. 
columns}, THE 0. HENRY 
aughter. nTROMERY, ALS. DAVIS 
that hisiWanwast Ga. CBS AFFILIATE JOH 
now on THE SAVANNAH A x 
of Ait- " ORLEANS, LA. 910 KC aed sili 
y Fie © CO ARLES 1000 WATTS DAY —/ & COMPANY eh 
orces at 500 WATT NIGHT , 


FRANK MEGARGEE, President National Representatives 


INKLER HOTELS 


ING DINKLER, PRES. ~ 


2R0BMs in SOUTHERN HOTELS 
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Proved in Survey 
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Trend to Postwar | 
Decentralization 


New York, April 12.—A survey 
revealing a complete cross-section 
of America’s postwar building 
plans shows that 64% of those 
answering the 2,443 questionnaires 
sent out by Small Homes Guide 
plan to build homes in a suburb 
or the country, while 30% expect 
to live in small or medium-size 
citieé. These are significant figures 
as related to the much-discussed 
postwar decentralization trend, ac- 
cording to W. Waddy Wood, pub- 
lisher of the magazine. 

Families in the medium income 
bracket have been reported as 
planning to spend from $4,000 to 
$10,000 on their homes, with not 
quite twice as many expecting to 
finance by a mortgage as by cash. 
Average down payments on mort- 
gages run well over legal require- 
ments, which in many cases will 
be the result of buying war bonds 


now against future building. This 


is especially true where the hus- 
band is now in the service. 
Demands for new or additional 
equipment will be high, the survey 
reports. More than 50% want 
door chimes, electric mixers, wash- 
ing machines, vacuum cleaners 
and ventilator fans. Electricity 
shows an edge over gas for refrig- 
eration, and a considerable lead 
in stoves. A surprisingly large 
percentage expects to have tele- 
vision sets, quick freeze units, 
garbage disposal units, ironing 
machines and air-conditioning. 


Favor Modern Style 


Participants in the survey have 
expressed their choice in home 
furnishings to be modern in style, 
while a lesser percentage prefer 
a combination of modern and tra- 
ditional furniture. There is a gen- 
eral acceptance of built-in furni- 
ture for various parts of the house, 
for its functional value and be- 
cause it simplifies cleaning. For 
the same reason, curved mouldings 
at ceiling and baseboard are 
wanted as well as simplification 
of all interior trim. 

Carpets in solid colors are pre- 
ferred rather than figured designs, 
but in linoleum there is more de- 


mand for design. A definite trend 
to use linoleum in rooms other 
than kitchen and bath was also 
revealed. 

A large percentage of those 
questioned said they preferred a 
combination of traditional and 
modern style of architecture, re- 
taining the best features of each 
style. This choice can perhaps be 
summed up in two statements in 
the questionnaire which were 
checked by almost all those 
answering—“Homes should be bet- 
ter built to save maintenance cost” 
and ‘Homes should be simpler and 
more functional.” 


Potter Joins Ellis 


Ross Potter, formerly with 
Young & Rubicam, and for seven 
years research director of Aitkin- 
Kynett, has joined Sherman K. 
Ellis & Co., New York, in an ex- 
ecutive capacity. 


Fairbanks to Compton 


William F. Fairbanks, formerly 
with National Broadcasting Com- 
pany and the OWI, has joined 
Compton Advertising, Inc., New 
York, as time buyer. 


...and 


a Housewite 


in Green Bay, Wisconsin, 


Served a Better 
Supper That Night! 


Five days a week Beulah Karney 
speaks to the women listeners 
of WENR and helps them plan * 
their meals in these crucial 


times when women 


learn how to set a good table 
with the least expenditure of 


points and dollars. 


She is a Home Economist in 
the true sense of the word— 
and true to the instincts of 
America’s housewives they 


listen to her. 


That is important. 


But still more important is the 
distance her voice travels when 
she steps to the WENR micro- 
phone, sometimes erroneously 


want to 


considered only a “‘Chicago 


station.”’ 


Beulah Karney’s voice comes 
clearly to women from the top of 
Wisconsin to Terre Haute, 
Indiana, and beyond. She’s heard 
in most of Illinois and Wisconsin 


and at least half of 
Michigan. 


Or, if you want it another way— 


Indiana and 


13,000,000 Americans are within 
the range of her voice—and that’s 
one-tenth of a nation. It’s the 
second richest market in the 
world and what’s more, probably 
the most susceptible to change 


of any market. 


Chicago's Basic Blue Network Station 


890 ke.— 50,000 watts—clear channel 


Owned and Operated by The Blue Network Company + Represented Nationally by Blue Spot Sales 


NEW YORK - 


CHICAGO - 


SAN FRANCISCO - 


HOLLYWOOD - 


DETROIT + PITTSBURGH 
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cash with order. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


HELP WANTED 


HELP WANTED 


WANT A BETTER JOB? 


Copywriters, art directors, ad managers, ra- 
dio directors, needed now in Boston, Chi- 
cago, Detroit, Cleveland, San Francisco. 
Permanent. Excellent salaries. 

Ask for our free booklet, ‘“‘How to Match 
Men and Jobs.’’ 


SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 
8 South Michigan Avenue ANDover 3129 
CHICA 


G 
(Solid firms seeking sound men only are 
solicited) 


WANTED 
Man or woman with some experience 
in advertising layout, type, produc- 


tion, and news writing. For staff 
position on well established monthly 
business magazine in industrial field. 
Write full details, including age, 
salary and experience. 

Box 4714, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, IIl. 
A leading industrial publication 
which has just lost Asst. Editor to 
draft needs immediate replacement 
who is able to write technical de- 
scriptions of industrial products. 
Present and post war possibilities 
exceptional for right man. Reply 
immediately with complete experi- 
ence outline and indication of pres- 

ent earning. 

Box 4717, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WRITER 
Major airline seeks versatile news 
writer for public relations depart- 
ment. This is no wartime expedient, 


but solid permanen. berth with 
promising future. 
Box 4713, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, III. 


Editor (Managing), over draft age 
with strong background for special- 
ized industrial paper. Large organi- 
zation, permanent, attractive salary. 
Box 4712, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
MAGAZINE SPACE SALESMAN 
If you are an experienced, proved 
producer, used to calling on high 
grade accounts, and are looking for 
a chance to improve yourself, this 
may be your opportunity. How 
would you like to “go to town” on 
a forty year old national weekly 
reaching executives, with an ABC 
circulation of 30,000 and a rate 
structure that makes.possible some 
real earnings? This is a real oppor- 
tunity for the right man. For ap- 
pointment write us in detail about 
yourself, your experience and your 


record, 
Box 4711, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Los Angeles 4-A Agency needs ac- 
count executive to handle copy and 
contact for industrial accounts. In- 
dustrial advertising experience de- 
sirable but not essential. Permanent 
position, unlimited opportunity, 
earnings commensurate with your 
ability. State age, education, ex- 
perience, draft status, starting sal- 
ary desired, and other pertinent in- 
formation. 

Box 4707, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Opportunities with well-known ad- 
vertising agency for two advertis- 
ing and sales promotion executives. 
Agricultural and industrial back- 
ground and experience desirable. 
Creative, writing and organizing 
abilities essential. These positions 
hold real opportunities for capable 
men. Also seeking man to fill ad- 
vertising department position with 
manufacturer of building equip- 
ment. Write fully. Correspondence 
and interview will be strictly confi- 
dential. 

Box 4706, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


Advertising and Sales Promotion 
Manager by large Mid-Western 
manufacturer of heating equip- 


ment. Knowledge of general build- 
ing market desirable. Must be ca- 
pable of creating circulars, catalogs, 
sales training material, etc. Agency 
prepares magazine advertisements. 
Please write, giving complete infor- 
mation, present connection, experi- 
ence, salary, etc. Members of our 
own organization know of this ad- 
vertisement. 

Box 4705, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT ART DIRECTOR. Un- 
usual opportunity now open with 
publisher of leading national avia- 
tion magazines. Thorough knowl- 
edge of layout and type essential. 
Write complete details of experi- 
ence, background, draft status and 
salary requirements. 

Box 4702, ADVERTISING AGE 

100 E. Ohio St.. Chicago 11, Il. 


ADVERTISING PRODUCTION—Man 
or woman for new opening in me- 
dium-sized, long established Chicago 
advertising agency, as assistant to 
art director and production man- 
ager. A career job with splendid 
opportunity for advancement now 
and post war. Write stating age, 
previous experience or training in 
advertising production, salary re- 


quired. 
AGE 


Box 4719, ADVERTISING 
100 E. Ohio St., Chicago 11, T11. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positig 
209 S. State St. — Chicago, yj 
POSITIONS WANTED 
PRODUCTION MAN for advertisiy 
agency or manufacturing ad verti 
ing department. Strong backgroung 
14 years experience, Understand, 
phases of engraving, electrotypingggme. 
typing, printing, paper and tyy 
Will locate in or out of Chicago, . 
Box 4718, ADVERTISING AGE mp 
100 E. Ohio St., Chicago 11, Il 


Free lance artist who has chang 
his residence from the Middle Wegmmdre 
to New York City, now interested j 
assignments in New York City. Cr 
ative, top flight artist who has dop 
outstanding work for leading ng 
tionally known accounts. 
Box 4716, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


Copy, Contact, Research 
Creative account builder with @& 
cellent experience in copy, conta 
and marketing strategy for ne 
business on national accounts. ¢€ 
handle large volume of work 
present accounts and solicit me 
business. Prefer mid west. Excellg 


references and record. Draft @ 
empted. 
Box 4715, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, I 


I WANT TO HELP! 
I’ve a good, steady job 
But lots of spare time, 
So, if you need COPY 

In prose, or in rhyme 
Perhaps I can help— 
Just drop me a line! 
“Original slants” are my forte 
Each effort is a standout 
T’ll produce or it’s NO PAY 
I’m not looking for a handout! 
Henry Sheldon, 2635 Arthur Av@ 
Chicago (45) 


COPY WITH MUSCLES—& MOXIE 
Keyed to any pitch. Agency exp. 
variety accts, space & script. 28. 4% 
Seeking perm. pos., free lance c@ 
sidered. Chi. only. 

Box 47098, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill 


A two-fisted, advertising manage 
with business office training seem 
connection. Experienced in log 
national and classified. A constri™ 
tive builder. For quick action wri 
wire or phone Suite 322, Naomi Apt 
Phone Woodburn 0892, Cincinna 


WANTED TO CONTACT... 
agency, manufacturer or newspap 
or magazine publisher preferably 
located in Mid-West, South or Wé@ 
Coast... who can use the servitt 
of a seasoned advertising executh™ 
to fullest extent. 14 years leadiij 


retail stores, newspaper and tra 
publication experience. Versat® 
. capable... equally at home 


space salesman, advertising exe@ 
tive or as account executive, @ 
though no previous connect 
strictly with agency. Able to pla 
create, write and produce. Posit# 
must be permanent and offer amp 
opportunity for contact work. N@ 
employed with trade _ publicati@ 
Married, age 39. $4500 to $70004 

pending on location, ete. 
Box 4703, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ik 
ADVERTISING EXECUTIVE 
Space Salesman: Outdoor 9 yea 
Radio 6 yrs. Newspaper 2 fF 
Knows advantages and disadval 
tages of major media. Desires pom 
tion with National Advertiser Wi 
needs experienced advertising @ 

sales executive. Age 39. 
AGE 


Box 4704, ADVERTISING 
100 E. Ohio St., Chicago 11, Ill 


Highly trained production executif 
in advertising and catalog depam 
ment of 300 people. Successful re 
ord as Sales Manager and copywm 
er. Able to deal with art studi@ 
engravers, typesetters, printef® 
binders, publishers and advertisi@ 
agencies. Able to establish and @ 
erate advertising and sales depam 
ment. Progress stopped where m@ 
employed. 
Box 4690, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tk 


= SS 
REPRESENTATIVES AVAIL (BIE 


Publisher’s Representative—F xpe™@ 
enced on top-notch trade papem™ 
College graduate. Draft exempte 
Box 4692, ADVERTISING AG 
100 E. Ohio St., Chicago 11, Tk 


ATTENTION PUBLISHERS 

A draft free space salesman, Wi 
a long record of being consistent 
successful in the sale of busine 
paper space, wants a sound public 
tion to represent in the Midwest @ 
a straight commission basis. TM 
man maintains a Chicago office and 
covers the entire territory through 
out the Central States, from Pit® 
burg to Des Moines, 

He has 50 percent of his time, pl@ 
wide acquaintance and contacts, & 
offer a publisher who needs realg 
adequate representation for now # 
after the war. | 

Box 4720, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill 
MR 


MISCELLANEOUS 


WANT NEW YORK ADDRESS! 
Our High Class Mail Address Se 
ice forwards your letters, me=sagq 
$2.50 monthly. CBS, 542 Fifth AY 
For Sale——-Dupligraph Machine Mo 
5300 E, No. 57F140, in good opem® 
ing condition. Phone Mr. Reh, 
VERTISING AGE, Chicago, DEL 13 
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Advertising Age, April 17, 1944 


Your Job to Sell 
‘Fifth Freedom,’ 
Advertisers Told 


Syracuse, N. Y., April 13.—It is 
advertising’s job to make sure that 
the Fifth Freedom—freedom of 
choice and opportunity—is re- 
turned to America after the war, 
Elon G. Borton, director of adver- 
tising, LaSalle Extension Univer- 
sity, Chicago, told the Syracuse 
Advertising Club here today. 

He described the Fifth Freedom 
as the right of Americans “to live 
their own lives, to work where 
and when they choose, to buy the 
things they prefer, to carve out 
their own careers.” Warning that 
there is a sharp trend toward in- 
vesting government with “more 
and more control over the lives of 
its citizens,’ Mr. Borton asserted 
that “radical thinkers who believe 
in state socialization” are ‘“work- 
ing for the day when most activi- 
ties shall be run by an all-wise 
government under a_ planned 
economy.” 

“The attacks on advertising, 
about which we in the industry 
have been so concerned, are most 
dangerous,” he said, “because they 
are only glancing blows at us— 
they are primarily attacks on our 
system of free enterprise and on 
mass distribution and merchandis- 
ing. Advertising has been a spec- 
tacular and (through our own 
occasional mistakes and excesses) 
a vulnerable phase of business. 
The critics of free enterprise have 
found us to be a good starting 
point for a _ general offensive 
against our American system.” 


Selling Job Required 


There is a tremendous job of 
explaining and selling to be done 
to the public if this state sociali- 
zation is to be prevented and the 
American way restored, said Mr. 
Borton, adding: ‘Who is better 
able—who has the responsibility 
more—than we in advertising and 
public relations to help do this 
job? We are the voice of business 
and industry and we have the skill 
and knowledge to present the facts 
to the public. We have sold prod- 
ucts and services. . . Surely we can 
sell this simple, appealing idea of 
free enterprise.” 

Warning that it cannot be done 
“through any such abstract phrase 
as ‘free enterprise,’’”’ Mr. Borton 
urged his listeners to study the 
idea of free enterprise as they 
would a sales product “and build 
our sales talk or advertising copy 
around it.” 

He then suggested they “begin 
selling,” by talking with friends 
and neighbors and young people, 
in company advertisements and 
literature and through house or- 
gans and employe contacts. “As 
members of organized groups—ad- 
vertising clubs, luncheon clubs, 
sales executives and other business 
groups—we can get others into 
action,” he added, suggesting that 
“such clubs might very well take 
this on as an organized activity— 


ADVERTISING 


RestARCH 


"HEAD 
WANTED) 


One of the country’s largest maga- 
zines wants a man to take charge 
of advertising research. Adequate 
experience in consumer and media 
research essential; must also have 
sales viewpoint and personality. 
Substantial salary to the right man, 
with plenty of opportunity for the 
future. The Company hasa low turn- 
over in men and the job's impor- 
tance will increase in the post-war 
period. Give chronological resume 
of experience; age, education, mili- 
tary status, references, and salary 
requirements. Please also tell us 
why you feel you could make a 
success of such a job. Our staff 
knows, of this ad Write Box 4]21 
ADVERTISING .AGE, 330 West 
42nd Street, New York 18, N. Y. 


make it their definite: task to in: 
form their communities of the 
issues and facts involved.” 

Mr. Borton also addressed the 
Advertising Clubs of New Haven, 
Conn., and Springfield, Mass., on 
April 10 and 11, respectively. 


Henry Ford II Advanced 


Henry Ford II, 26, has been 
named executive vice-president of 
the Ford Motor Company, Detroit, 
a position second only to his 
grandfather, Henry Ford, founder 
of the company. He has been a 
vice-president since January. 


‘News’ Names Tincher 


R. S. Tincher has been ap- 
pointed assistant manager of the 
western advertising office of the 
New York News. He has been 
with the News since 1929 in both 
its New York and Chicago offices. 


Eastman Gives Million 
in Films to U. of C. 


The Eastman Kodak Company 
has presented to the University of 
Chicago its Eastman Classroom 
Films, comprising some 300 reels 
of silent educational movies for 
exclusive classroom use and rep- 
resenting an investment of more 
than $1,000,000. The new library 
will be combined with the 200- 
reel sound film collection of Erpi 
Classroom Films. The University 
of Chicago recently acquired the 
Erpi Classroom Films from the 
Western Electric Company. 

Like the Erpi set, the Eastman 
films will be distributed by Ency- 
clopaedia Brittanica Films, Inc.. 
subsidiary of Encyclopaedia Brit- 
tanica, Inc., which was given to 
the university in January, 1943, b 
Sears, Roebuck & Co., Chicago mail 
order firm. 


McGuiness Joins Navy 

Donald E. McGuiness, manager 
of the Chicago office of Campbell- 
Sanford Advertising Company, has 
joined the Navy and will leave 
soon for radio instruction. William 
Smith, with the advertising de- 
partment of Cudahy Packing Com- 
pany, Chicago, will assume charge 
of the Chicago office during his 
absence. 


Lappin to Keystone 

James P. Lappin, formerly with 
the traffic department of NBC in 
New York, has joined the stations 
relations department of the Key- 


stone Broadcasting System, New 
York. 


Ad Women Will Meet 


Carroll Binder, foreign news 
editor of the Chicago Daily News, 
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will speak on “What’s the Next 
Move in World Affairs” at the 
monthlv dinner meeting of the 
Women’s Advertising Club of Chi- 
cago at 6:15 p. m., April 18, at 
the Chicago Bar Association. 


OPPORTUNITY 
for the Right.Man 


A growing trade paper organization has 
an opening for advertising manager who 
can layout complete ad roughs, write ad 
copy, and can write an advertising sales 
letter that pulls. Tell us in first letter 
age. marital status, reason for deferment, 
salary desired, reason for changing, busi- 
ness history, qualifications. include sam- 
les and photo which will be returned. 
trict confidence. 


Harry L. Peace, Publisher 
Pan American Building 
New Orleans, Louisiana 


Bury an Ad-man's 
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Y.. have a direct, personal interest—as a citizen 


and taxpayer—in the government-proposed oil 
pipeline across the Arabian desert, and in the 
protest National Petroleum News has raised 
against this questionable venture. 

As a buyer of advertising space, you also have 
a professional interest in NPN’s constructive 
editorial policy, of which this protest is a typical 
example. This pipeline imposes one more unnec- 


essary burden upon 


American taxpayers, Since 


it will require two to three years to build, its 
possible contribution to winning the war is ex- 
tremely doubtful. Certainly, every available dollar 
should be devoted to that end now! Furthermore, 


we are convinced that this scheme constitutes a 


potential threat to free, competitive enterprise 
and will prove harmful to the nation’s 


oil industry. 


Every week, the latest developments on 
this and hundreds of other important mat- 
ters which affect their businesses are put 
before the top management men of the oil 
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industry by National Petroleum News. Not just 
facts alone, but interpretation of them by a capable 
staff in five branch editorial bureaus as well as 
in the home office—all on a teletype hookup. 

By being alive, alert and aggressive, National 
Petroleum News serves well both its readers and 
its advertisers. National Petroleum News, 1213 
West Third Street, Cleveland 13, Ohio. 
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which lead the industry in 
wartime, are subscribers to 
National Petroleum News. 
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N. Y. Life Plans 


Centennial Drive 


New York, April 13.—New York 
Life Insurance Company observed 
the start of its 100th year yester- 
day by launching a campaign in 
26 insurance trade papers, through 
Cecil & Presbrey. 

Although plans have not been 
completed, the company is ex- 
pected to start a substantial cam- 
paign in general media early in 
1945, focused on the centennial 
date, next April. 

New York Life now has more 
than $7,340,000,000 insurance in 
force and assets of about $3,500,- 
900,000. 


Rogovin to Admiral 

Sidney H. Rogovin, formerly 
assistant to the vice-president in 
charge of the Electrical Division 
of Stewart- Warner Corporation, 
has been named eastern regional 
manager of the Admiral Corpora- 
tion, Chicago. While located now 
at 444 Lake Shore Dr., Chicago, 
Mr. Rogovin eventually will make 
his headquarters in New York. 


Victory Art in 
Spotlight at ‘44 
Chicago Exhibit 


Chicago, April 12.—Victory art 
grabbed the spotlight again this 
week as judges pinned award rib- 
bons on winners in the 1944 ex- 
hibition of advertising art spon- 
sored by the Art Directors Club of 
Chicago. 

Four of the 16 medal awards 
were made for victory art as the 
judging groups went through the 
more than 250 individual exhibits 
which will be on display at the 
Blackstone Hall, Art Institute, 
until May 1. A special jury rep- 
resenting every branch of the U. S. 
armed services judged the exhibits 
on their contribution to the war 
effort. 

First award in the victory art 
group, as well as the medal in the 
24-sheet poster classification, went 
to a poster produced by artist 


Haddon Sundbloom for the Coca- 
Cola Company. H. F. Lambert 
was the art director in charge, 
with D’Arcy Advertising Company, 
St. Louis, the agency. 

Other medal awards included: 


Mass Magazines, Art Work 


Design of complete advertisement, 
black and white—artist, Gil Elv- 
gren; art director, Malcolm Jen- 
nings; agency, MacFarland, Aveyard 
& Co.; advertiser, Stewart-Warner 
Corporation. 

Design of complete advertisement, 
color—artist, Edmund Giesbert; art 
director, Larry Stultz; agency, Kirk- 
gasser-Drew; advertiser, Cutler- 
Hammer, Inc. 

Black and white illustration — 
artist, Robert Fawcett; art director, 
E. W. Rector Wooten; agency, Fitz- 
gerald Advertising Agency; adver- 
tiser, General American Transporta- 
tion Corporation. 

Color illustration—artist, Edmund 
Jiesbert; art director, Larry Stultz; 
agency, Kirkgasser- Drew; adver- 
tiser, Cutler-Hammer, Inc. 

Victory art—artist, John Gannam; 
art director, Marvin Potts; agency, 
Young & Rubicam; advertiser, the 
Pullman Company. 


Mass Magazines, Photography 


Color Photo—artist, John E, Olson; 
agency, Leo Burnett Company; ad- 


Get a Bead\(\')) 


Over 200,000 Population 


1943 = Bur. Est. 


Three prosperous cities and 8 other contiguous urban communities . . . almost within 
a stone’s throw of each other . . . ONE big market of over 200,000 population! .. . 
that’s a bird’s eye review of the Tri-Cities. 


Your sales message talks to extra buying power here, too. For families in Tri-Cities 
spend 23% more than the average U. S. family, according to the 1940 Census. 


Tri-Cities presents a full-size, excellent market target for present sales . . . and for 
postwar sales, too, as over 90% of the manufacturing facilities were in operation 


before Pearl Harbor and on V-day will swing back almost instantly to full peace- 


time production. 


60% of the Tri-Cities (the Illinois side) 
DUPLICATION by Rock Island Argus and Moline Dispatch. 
100% of the market is blanketed by Station WHBF. 


MOLINE DAILY DISPATCH 


MOLINE RLLINOW, WEDNEADA 


1 EVENING, JANUARY 21, 142 
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DISPATCH « 
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WINS MEDAL AWARD—For its contribution to victory art, this 24-sheet poster 
was given a medal award last week at the 1944 exhibition of advertising art 
sponsored by the Art Directors Club of Chicago. 


vertiser, American Meat Institute. 


Victory Art—photographer, Stan- 
ley Johnson; art director, William 
Savin; agency, Roche, Williams & 


Cunnyngham; advertiser, Hardware 
Mutual Insurance. 


Direct Mail and Catalogs 


Artists, Taylor Poore and David 
Mink; art director, Dan Smith; pro- 
duced by Edward & Deutsch; adv- 
vertiser, Hart Schaffner & Marx. 


Newspapers 


Line Illustration -—artist, 
Skibo; art director, 
and Lee King; 
ler; advertiser, 
pany. 

Black and white 
photographer, 


Steven 
Gene Silverton 
agency, Weiss & Gel- 
Leland Electric Com- 


photography— 
Lejaren a’Hiller; 
studio, Underwood & Underwood; 
agency, Arthur Kudner, Inc.; adver- 
tiser, Look Magazine. 

Black and white 
artist, Wynne Christy; art director, 
Frances Owen; produced by Runkle- 
Thompson-Kovats; advertiser, Mar- 
shall Field & Co. 

Design of complete advertisement 


illustration — 


—artist, M. Strobel; art director, 
Don May; produced by W. F. Hall 
Printing Company; advertiser, Es- 


quire, Ine. 
Victory Art—artist, Charles Dixon; 


art director, C. Thomas Martin; 
agency, Stockton, West, Burkhart, 
Inc.; advertiser, Cincinnati War 
Chest. 

Posters 


Small Poster—artist, Stanley Ek- 


man; advertiser, U. S. Army, 6th 
Service Command. 
Victory Art—artist and_ studio, 


Graphic Illustrations; art director, 
Victor B. Wells; produced by B. W. 
Schenker; advertiser, Sheldon Claime 
Company. 

Harold Jensen, art director of 
Batten, Barton, Durstine & Osborn, 
is general chairman of the 1944 
exhibition, with Sidney Wells, art 
director of-McCann-Erickson, 
chairman of the jury committee. 
Representatives of the Army, 
Navy, Marines and Coast Guard 
served on the victory art judging 
committee. 


Smith Named Manager 


William Blair Smith of the Los 
Angeles office of Simpson-Reilly 
Ltd., has been named manager of 
the San Francisco office of the 
publishers’ representative. He will 
cover northern California and the 


Pacific Northwest. 


BEAUMONT MEANS BUSINESS! 


20 


ATT, 


POST-WAR AND POST-NOW 


@ For years four great ports have contributed 
to the growth and prosperity of Beaumont and 


the Sabine area. 


Now great shipyards further 


accelerate the growth of this prosperous, pop- 
ulous market of well over 250,000 people. 
Shipyards and shipping, huge oil refineries, 
rice mills, steel and iron works, and great new 


synthetic rubber 


plants are your assurance of 


a-market which will continue to grow ... now 


and post-war. 
KFDM is the 

really gives you 

the rich Sabine 


major network station which 
coverage and penetration of 
area. Located in Beaumont, 


one of America’s fastest growing cities, KFDM 
offers you a Hooper-authenticated listening au- 
dience such as no other station enjoys in this 
great market. Ask for the facts today. 


BEAUMONT, TE 
BLUE NETWORK, 560 K.C 


Represented by Howard H. Wilson Company 


, | OOO WATTS 


—~— SERVING THE 
=~ °MAGNETIZED 
SABINE AREA 
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and industries from other sections! 
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New Formula for 
Ad Costs Planned 
in Renegofiations 


(Continued from Page 1) 


oward advertising, for a similar 
restriction had been rejected more 
an a year ago, in favor of the 
more liberal Bureau of Internal 
Revenue standard. At that time 
he boards set aside a yardstick 
ndvanced by Donald M. Nelson, as 
hairman of the Procurement Pol- 
cy Committee, which would have 
D ymitted allowances for adver- 
ising, with the provision that 
hey should be “smaller than that 
equired for the promotion of the 
ame product in a normal com- 


Hetitive market.” 


A storm of criticism against ad- 
ertising and other allowances in 
ar contracts had been unleashed 
py Comptroller General Lindsay 
Warren, who asserted that “the 
ar profiteer was running wild” 
4s a result of the generous audit- 
ing policies of the armed forces, a 
point of view echoed by Sen. 
ames E. Murray and other mem- 
bers of important committees in 
both the House and Senate. 

While Mr. Warren was con- 
erned chiefly with cost-plus- 
xed-fee contracts, which make 
p only a fraction of total com- 
itments, Sen. Harry S. Truman 
pnd others have taken advantage 
bf this publicity to press home an 
nrelenting effort to tighten up on 
he renegotiation process, where 
uly significant sums have been 
liowed in addition to cost, to 
over advertising and other nor- 
al expenses. 
The first break away from the 
Bureau of Internal Revenue pol- 


icy was prompted by the Baruch- 
Hancock proposals for contract 
termination settlements. In this 
plan, advertising was accepted as 
a cost, but definitely limited to a 
sum “consistent with a prewar 
program or to an extent reason- 
able under the circumstances.” 

Since then, this type of defini- 
tion has been included in at least 
one important contract termina- 
tion bill before Congress, and it 
is currently under study for 
adoption to the _ renegotiation 
process. 

This type of clause appeals par- 
ticularly to members of the ad- 
justment boards who have con- 
tended that the Bureau of Inter- 
nal Revenue standards left the 
boards helpless to disallow al- 
legedly extravagant advertising 
claims by “war baby” firms that 
have been called in to account for 
their profits from war work. 


Fight ‘War Babies’ 


It is against these “war babies” 
particularly that Sen. Truman has 
directed his efforts, arguing that 
new firms should not be permitted 
to win good will and post-war 
markets with advertising “at the 
expense of the taxpayer.” 

By tying renegotiation allow- 
ances to prewar activity, with 
provision for adjustment in spe- 
cial cases, renegotiation officials 
believe they will have more con- 
trol over the situation, since the 
contractor will have to prove the 
legitimacy of his claim, and the 
board will be free to tailor each 
settlement according to the need 
of the individual firm. 


Joins Ohio Select List 


The Review-Times, Fostoria, O., 
has been admitted to the Ohio 
Select List of daily newspapers 
and will be represented in the na-| 
tional field by John W. Cullen 
Company, Columbus, O. 


WINNING LAYOUT — Judges 
awarded the First Prize for this 
layout in “Eye Catchers’ “ competi- 
tion, announced in Advertising Age. 
Award was made to Joe Gunther 
of the Branham Company, Chicago. 


BE 


CINCINNATI NEWS STATION 


‘ You hit it -- Joe’ : SF 


Export Men to 
Elect Officers 


at Annual Meeting 


New York, April 13.—Export 
Advertising Association will hold 
its annual meeting and election of 
officers at a luncheon at the Bel- 
mont-Plaza Hotel on Wednesday, 
April 26. 

Officers to be voted upon are: 
President, Robert H. Otto, vice- 
president of Export Advertising 
Agency; for vice-president, Har- 
ley Lewis, export manager of The 
Kolynos Company; for treasurer, 
J. B. Powers, president of Joshua 
B. Powers, Inc.; for secretary, 
Walter R. Bickford, editor, Export 
Trade and Shipper. 


Film Will Be Shown 


Nominated for the board of 
directors are: Barclay Acheson, 
director of international editions, 
Reader’s Digest; John L. Newkirk, 
export management, and J. B. 
Powers. At the conclusion of the 
business session of the meeting a 
new March of Time film on Latin 
America will be shown. 


AFA Calls Off 
Annual Meeting 


(Continued from Page 1) 


ing of the AFA action, Thomas H. 
Spain, advertising manager of 
Public Service Electric & Gas 
Company, Newark, and head of 
the association, said he would im- 
mediately poll directors and offi- 
cers on the question of dropping 
the full meeting. A decision prob- 
ably will be reached within the 
next few days, Mr. Spain said. 

Since only about 75 out-of-town 
members attend the annual ses- 
sion, plus the local contingent, the 
association may decide to go ahead 
with its plans. A directors’ meet- 
ing will be required, at any rate, 
to provide for election of officers. 

The association has held its an- 
nual conventions in Chicago for the 
past two years. 


Curley Joins Haire 

L. Roy Curley, formerly with 
Simmons Boardman Publishing 
Company, New York, has joined 
the Haire Publishing Company, 
New York, as western business 
manager of American Pilot. 


61 
Wildrick & Miller 
Gets Pomet Account 
Wildrick & Miller, Inc., New 


York, has been named to handle 
the advertising of the Powder 
Metallurgy Corporation, Inc., Long 
Island City, N. Y., a new sub- 
sidiary of General Bronze Cor- 
poration, producer of intricate ma- 
chine parts by the Pomet powder 
metallurgy process, 


be used. 


LIQUIDATING MODERN 
PHOTO-ENGRAVING PLANT 


For sale all equipment, including 
Process Camiera, Lenses, Line 
Screens, Etching Machines and 
Tanks, Whirlers, Arc Lamps, Vac- 
uum IFrames, Proof Presses, Book 
Binding Presses, Hacker Levellers 
and Gauges, Routers, Trim Saws, 
Drill Presses, Nailing and Bevel- 
ling Machines, Gorton Engraving 
Machine, Dark room equipment 
and supplies. Ask for complete 
list. e 


LASTING PRODUCTS COMPANY 
Baltimore 23, Maryland 


A list of trade publications will 
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“basement lab,” 


tion of vital communications of war. 
like him—47,000 of ’em—in the army, navy, 
air corps, 


RADIO-CRAFT religiously every month. 


. who read 


RADIO-CRAFT — 
this month! 


in the early days of radio, you would 
him ceaselessly bent at work in his 
building his first radio 
RADIO-CRAFT. Today, in one of 


our nation’s great war plants, he’s the chief 
engineer applying his storehouse of experi- 


and knowledge to the all-out produc- 
Men 


marines and industry read 


message before these 47,000 men will 
a far-reaching influence on the place 


of your company’s products in the post-war 


future of RADIO-ELECTRONICS! 


They are the Radio-Electronic Intelligent- 
sia—those with a highly specialized knowl- 


of this new field of science and 


industry. 


Read our refreshing, revealing, real- 
istic booklet, 


“LOOKING AHEAD.” 
shows the outlook for post-war 


merchandising of electronics and 
radio. Sent free on request. 


RADIO-CRAFT 


25 West Broadway 
New York 7, N. Y. 
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‘Radio in Print’ 
Technique Rings 
Bell for Wheaties 


(Continued from Page 1) 


tional idea behind Wheaties under- 
went a change. From a sign on 
the fence at the Minneapolis ball 
park to sponsorship of baseball 
broadcasts over hundreds of sta- 
tions throughout the length and 
breadth of the land was merely a 
step for the baseball fans who di- 
rected Wheaties’ destinies; and 
soaring sales indicated that the 
step was a good one. 


And Then Came War 


General Mills became the largest 
and most enthusiastic sponsor of 
sports events which radio has ever 
seen. It worked out tie-ups, it 
held schools for announcers, it de- 
veloped techniques for announce- 
ments which would irritate cus- 
tomers least and sell them best. It 


built up so vast and complicated 


a Wheaties broadcasting system 
that the entire baseball operation 
was ultimately handed over to Mr. 
Reeves, by this time the head of 
his own agency, and who had pre- 
viously handled advertising for 
General Mills’ bakery service di- 
vision. 

Wheaties did not abandon other 
promotion, but it went to town in 
a big way, moving from low man 
on the cereal totem pole to a posi- 
tion which most trade authorities 
say put it within shooting distance 
of that long-time leader, Kellogg’s 
corn flakes. 

And then came war, and prob- 
lems. Baseball broadcasts had 
been going on for eight or nine 
years. Wheaties were already a 
choice gag word, and the “break- 
fast of champions” was a promi- 
nent part of the nation’s vocabu- 
lary. But war meant loss of 
glamor for baseball; many of the 
diamond champs moved on to 
other, more deadly playing fields, 
and listening to baseball broadcasts 
gave some pretty serious indica- 
tions of declining. 

Something had to be done, and 
strangely enough, it was done pri- 
marily in newspapers—a medium 
to which General Mills has been 


far from partial during recent 
years, primarily because of its 
management’s firm conviction that 
newspaper rate structures were 
unsound. Newspapers were used 
intermittently by General Mills, 
for announcements of special deals, 
for local shot-in-arm purposes, 
etc., but never consistently, be- 
cause the company was searching 
for some method of using them 
with strong continuity. To this 
end, General Mills engaged ac- 
tively in attempts to induce news- 
papers to band themselves into 
groups, to offer substantial size 
and frequency discounts to na- 
tional advertisers, and to narrow 
or eliminate the spread between 
local and national rates. 
Whether General Mills and the 
Knox Reeves agency determined 
by themselves, despite all this, to 
make a major switch to news- 
papers, or whether the intensive 
efforts of the Bureau of Advertis- 
ing and the new business commit- 
tee of the American Association of 
Newspaper Representatives helped 
convince them, is unimportant. 
The company and its agency, 
forced to withdraw largely from 
radio, looked carefully over the 
newspaper advertising field, and 


The ITEM “backed the attack” 


Lyan not only © 
$11,000,000 quota by & 
recent Fourth War 
but sent iis purchases 
hormds, especially de 

» small investors, soars 
than twice the s0% 
pally specified by 
Bepartment. the 
Finance commilice, 
today. through it 


ar. 


chairman, Crawford] 


says: 


The Item says: 


in the LYNN Market.” 


Represented by SMALL, BREWER and KENT, Inc. 


...and HERE is the 
INSIDE STORY, 


The Lynn War Finance Committee Chairman 


“It would have been practically impossible 
for the committee to put over the drive, if 
we had not had the generous, persistent 
and loyal support of the Daily Item.” 


The Financial Chairman of the Drive says: 


“I sincerely believe that the Bond sales to 
individuals (double the quota) can be 
definitely traced to the activities sponsored 
by your paper during this drive.” 


“THANK YOU for the privilege of serving 
in this important government activity. The 
ITEM is reluctant to assume full respon- 
sibility for the success of the 4th War Loan 
Drive but the above endorsements are 
conclusive proof of the ITEM’S influence 
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TO BOOST READER TRAFFIC—General Mills is telling grocers that inclusion offind M 
Wheaties cartoons in their ads will raise total readership appreciably. 
are two examples of grocers’ use of the cartoons. 


Here@iqualle 


The 


decided that too much advertising 
was presenting material of an in- 
formational type to prospective 
readers. 


Entertainment the Key 


So Wheaties went in for enter- 
tainment, with the information in- 
cidental. What it really did—and 
this is the keynote of the whole 
campaign—was to adapt the basic 
idea of radio selling to newspaper 
space, the idea of entertaining the 
potential customer and then ring- 
ing in the sales message almost as 
an incident. 

The vehicle was cartoon copy— 
130 lines—looking exactly like 
newspaper and magazine cartoons, 
with the sales punch and the tie- 
up in the gag line—and nothing 
else. Later this technique was 
modified, to include 40 or 50 words 
of light-hearted sales copy under- 
neath the cartoon and the gag 
line, but essentially the idea is to 
present entertainment for the 
reader in picture and gag. The 
cartoons differ from editorial car- 
toons only in that the gag is 
always a Wheaties gag. 


The new campaign broke in 


hat ca’ 
Chicago newspapers in April, 1gqjtoon 
a month or so later it was eggpave C 
tended to Louisville, St. Loyjgferson 
Houston and Great Falls, Mong oland 
On Jan. 24 of this year it poppepAllen, 
in New York, and now it’s ruppike ca 
ning in something like 200 newgere Pt 
papers. Generally, a cartoon adgeight « 
vertisement appears two or thr@New Y 
times weekly, with the usual Keep n 
that in markets having three gng th 
more papers each paper carrigthis en 
two a week. In addition, cartooqjow" © 
are running on solid schedules jgtng ca 
The American Weekly, This Weemc4 : 
Magazine, Parade, Liberty, CliggP@Per . 
The New Yorker, First 3 Mark 
Group, in youth publications, com 
ics books and in the farm pres§ Gene 
In some instances the cartosiehary 
stands alone, as it does in neWsiprefere 
papers; in other magazine copgilly h: 
one or two cartoons are integratedthe sul 
into half-page or larger advertiselcarefu! 
ments, frequently accompanied bticular 
Betty Crocker recipes, good-sitiophis' 
pictures of the package, and motions | 
conventional sales discussion. ions oO 

The cartoons are not only runt 
ning, they are being seen in larg 
quantities, as numerous newspape 
readership checks by the Adverti 


: 


optional dates. 


THANKS 


FOR YOUR COOPERATION 


Newsprint rationing has brought about 
many new problems. One of the most 
disturbing is the limited amount of ad- 
vertising space available in each of our 
daily and Sunday issues. 


In order to permit our advertisers to 
present their sales messages consistently 
to Akron Buyers we are compelled to 
shift insertion dates and ask for extended 


Advertisers and Agencies have been 
most kind in helping us rearrange our 
schedules . . . such cooperation more 
than deserves our thanks. 


New York 
Cleveland 


Represented By: 


STORY, BROOKS & FINLEY 


Philadelphia 
Los Angeles 


Chicago 
Atlanta 
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ising Research Foundation and 
3 H. Grant Research Associates 
have proved. 


Hits Readership Jackpot 


The 130-line ad on Page 22 of 
the Nov. 3, 1943 St. Paul Dispatch, 
checked by the Advertising Re- 
earch Foundation, “not only took 
frst honors with women percent- 
agewise, but also established, in 
he national classification, a new 
igh index score for both men and 
omen,” the foundation reported, 
hdding that “index ratings ... 
kurpass every national ad checked 
kince the inception of the studies.” 
he actual “read any” figure for 
his particular 130-line ad was 
men, 44%, women, 53%. And 
pretty much the same sort of read- 
ership checkings have developed 
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n the foundation’s studies in 
aukegan, Roanoke, Cincinnati 
pnd Mobile, although none has 


qualled the St. Paul record. 

The cartoons are good, the best 
hat can be bought, from such car- 
ril, 1g4ytoon leaders as George Lichty, 
was eygDave Gerard, Reamer Keller, Jef- 
+. Loujgferson Machamer, Dave Huffine, 
s, MongRoland Coe, Gardner Rae, Colin 
t poppepAllen, Virgil Partch, and others of 
it’s rumpike caliber. Between 60 and 75 
00 newuare purchased each month, and 
toon aggeight or ten a week are used in 
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paper list is carefully handled. 
Get Position Breaks 


General Mills and its agency are 
hary about discussing sectional 


in Ne€Wipreferences for cartoons, and actu- 
ine COPflly have little scientific data on 
ntegratedthe subject, but it seems clear that 
idvertiseicareful selection is practiced, par- 
vanied biticularly so that some of the more 
good-sitsophisticated and less obvious car- 
and motMtoons do not appear in those sec- 
sion. ions of the country where the na- 
only ives are alleged to prefer their 


1 in larg 
ewspape 
e Adve 


umor somewhat less subtle. 
Theoretically at least, no par- 
icular position is asked for when 
e Wheaties cartoon ads are run. 
But the positions given to this ad- 
ertising are likely to be tops, as 
2 casual perusal of 50 or 60 papers 
arrying Wheaties ads will prove. 
ime after time they are found on 
e@ comics pages, sometimes so 
intimately tied up with the edi- 
orial comics that only an expert 
can spot them. And in a surpris- 
ingly large number of cases, they 
do not even carry an “Advertise- 
ent” slug. 

Where does this successful adap- 
ation of the radio technique of 
selling on the basis of entertain- 
ment end, and how far can it be 
arried? General Mills and Knox 
Reeves aren’t talking much on this 
subject. They are somewhat con- 
erned about the increasingly 
Widespread use of the cartoon 
technique, which is currently be- 
ing used regularly or occasionally 
by Lifebuoy, Land O’ Lakes, Mar- 
lin, Borden, General Electric and 
several others, but they have no 
immediate fears that over-use will 
emily damage the value of the 
ea. 


May Extend Use 


Will these top-flight cartoons 
begin to appear on Wheaties pack- 
pages, carrying the entertainment 
dea already highly developed in 
treal packages one step farther? 
ill it make sense to produce a 
book of cartoons, for premium or 
Biveaway use? Cartoon books are 
being offered in a limited way to 
juvenile readers now, but no one 
mows for sure, because every pos- 
sible avenue of exploitation is be- 
g investigated. 
For instance, Wheaties cartoons 
Appear .regularly in Variety, the 
show business paper, because the 
oOmMpany and its agency are not 
AVerse to having the nation’s gang- 
ers, on radio, stage, screen and 
mywhere else, build their gags 
round the breakfast cereal. And 
ere are indications that Wheaties 
how occupy top-flight position 
with the gag writers, having slid 
wlidly into the seat which the Tin 
zzie occupied for so many years. 
While no information is forth- 
MMing with regard to the many 
MSsible directions which Wheaties’ 
mtertainment - in - print principle 
may take, one audacious and 
Olly unconventional move ‘has 
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already been launched on this 
front: 

Wheaties and its agency within 
the past month launched a drive 
to sell retail grocers on the idea 
of including Wheaties cartoons in 
their own advertising, not in the 
conventional tie-up manner, but 
on the basis that Wheaties cartoons 
have demonstrated such high 
reader pull that they can substan- 
tially increase the readership of 
any grocery advertisement! 
Special series of cartoons have 
been developed exclusively for 
use in store advertising, and units 
of 6 or 13, in the usual two-column 
size, are being made available on 
an exclusive basis in each city. A 
merchandising booklet telling this 
story has been distributed to sales- 
men and already the idea has been 
sold to a number of advertising 
grocers, including several in the 
Twin Cities area and in the South- 
west. Whether any substantial 
volume of tie-in use can be devel- 
oped still remains to be seen, al- 
though early returns indicate a 
favorable response. 


Sold as Traffic Builder 


The merchandising put behind 
the idea makes no bones about the 
reason for using the cartoons, 
however, and makes no concession 
to the retailer’s normal ideas on 
space allotment. The cartoons are 
offered strictly as an advertising 
traffic builder, and not as a 
Wheaties tie-in, and they are 
offered only in the usual two-col- 
umn size. However, experiments 
are now being conducted to see 
whether other sizes will hold their 
readership pull. If they will, they 
may be offered later in these 
smaller sizes. 

The book tells the story of the 


then plunges headlong into its 
thesis: 

“Actual surveys have shown 
conclusively that when Wheaties 
high-readership cartoons are in- 
cluded in retail store ads, a sub- 
stantial increase in reader traffic 
is created. Tests recently con- 
ducted have given the same con- 
sistent answer . . . Wheaties car- 
toons are ‘traffic stoppers.’ They 
will draw thousands of new read- 
ers to a retail grocer ad!” 


Case Histories Presented 


There follow five case histories: 
(1) A split-run in the Knicker- 
bocker News Jan. 27 by Albany 
public market, with a readership 
of 45% for the cartoonless ad and 
59% with it; (2) a similar test by 
Almacs Food Markets in the Prov- 
idence Bulletin the same day— 
49% without the cartoon, 62% 
with it; (3 and 4) two advertise- 
ments of Minneapolis grocers, 
showing how the cartoon is used; 
(5) examples of a special series 
by Winston - Newell Company, 
Minneapolis, in which a Wheaties 
cartoon dominates relatively small 
space advertising devoted to 
Wheaties and one other product. 

To round out the “reader traffic” 
story and this particular merchan- 
dising tie-up, Wheaties is also 
making four black and white store 
posters available to grocers, again 
pounding home the traffic theme: 
“These unusual posters will attract 
the same high traffic that the 
Wheaties cartoons do in newspaper 
advertising. Here’s a poster plan 
that will do the business in any 
store.” 

What comes next remains to be 
seen. For the present, Wheaties 
seem to have hit the jackpot on 
newspaper reader traffic, ana to 


Wheaties readership figures, and 


idea in retail tie-in advertising. 
And they have, incidentally, be- 
come one of the most important, if 


63 


not the single most important 
buying factor, in the nation’s car- 
toon market. 


You’d like to know—but you 
can’t visit all the stores to find out. 


Yet you can get a reliable check 
on retail dealer activities by sub- 
scribing for ACB Newspaper Re- 
search Service, for ACB reads 
every advertisement published 
in the daily newspapers. 


Brand preferences are reflected in 
local newspaper ads—where the 
dealer lists items he considers 
have enough pull to draw cus- 
tomers. 


Our research department exam- 
ines the papers to learn what is 


have developed an entirely new 


THE ADVERTISING CHECKING BUREAU, INC. 
New York (16), 79 Madison Avenue + Chicago (5), 538 S. Clark Street + San Francisco (5), 16 First Street 


being featured—what prices are 
being charged. This service should 
be a part of your present and 
post-war plans. 


Twelve research services are 
offered by ACB, covering a wide 
range of subjects. You may have 
them continuously or periodically 
—on a national basis or locally. 


SEND TODAY: 
for a 24-page Catalog de- 
scribing and illustrating the 
12 helpful services which 
ACB will furnish to mer- 
chandisers. Gives details 
of cost, coverage, list of 
users, etc. 


Re 


TIMES | 
IS YOUR GREATEST TREA E 


. and, so we move Faithorn Complete Service to a Time-Saving loca- 
tion —in the center of the Advertising Agency district. 


. to a new, larger, more modern, convenient home. 


. ready any hour of the day, or night, to expertly handle your adver- 
tising in its final phases; plates, type, the press. 


. Ad-Setting, Engraving and Printing—all important elements of the 
Graphic Arts—at their best, centered in ONE place —at your finger- 
tips. The new modern way to get things done... right and quickly 


THE FAITHORN CORPORATION 


400 NORTH RUSH STREET - CHICAGO 11, ILLINOIS 


Ss | — 
a ’ a + 2 , gs vg ee ee —~ j # \ oa sores 
. 7’ Be 
aoe é ; a tee a .- 
| - B [o> aa, ws ‘ 

a | ne * ’ he a UO i ev a aS ie 
s Pu a 
ss see: & 4 | 
or thraNew York alone, the idea being 0 | a 
sual eep newspaper readers from see- Oe 
three ng the same cartoon twice. To Ome = 
r carrigthis end, the magazine list gets its . 4 

cartoomown cartoons, most of them get- ——— cal 
edules ting cartoons which are not dupli- pd a ie 

mumcated elsewhere, and the news- Se tie 2 

— ACB) NEWSPAPER RESEARCH SERVICE q 

ie 3 * ae : : hy es mee eae: é ai f or aS ‘ : oe ; . .. . ‘ : RG Se os ai : ot , ae 
SS i. 4 or a 
| / ad ) ) — 
( (=A. j i — 
— — +s A, ee: es 
ee . Gee Jz = rd 4 a= 5 — 2 
| er = - ae 4 Fi a 3 : Me ’ . . ¥ 
4 4 d Bs, a Pe “2 r " 
= » ow | % ‘ a 
: iF + > ae 
’. 4 4 : 
al a a ES oa 
; EEE_H *-. “ 4 
( GZ A i, 
| : ww a | 
| ~— eS *. : 
a 
| ® OnY, a | 
Y s 
. Bey > 4 
Wy, ‘ 
my ae 
| Pre 4, | 
&y @ | 
PRINTING eee * 
ors stinky eg See page 8 ak ‘ SS ee : ig he ey eee Be] ae a “ ene ee t Meow 2% - . ; - 
“ F ? ‘4 oe ah ; ol ‘ 
; kK | z 
; : oir ehall F | 


These days when victories are measured by blocks advanced in 
a ruined little Italian town or a couple of hundred yards in a 
tropical jungle, we all get reminders of how tough it is to try 
to take in a lot of territory at one bite. 


The TIMES has had that in mind during its fifteen years of 
advance. We’re content to have 95 per cent of our circulation 
within 40 miles of State and Madison Streets. That’s territory 
enough for us. 


What political fences must be built in Keokuk, Baraboo or 
Galesburg, what policies must be dictated from far away, don’t 
worry us. We get out The TIMES for the people of Chicago. 
More than 55 per cent of our stock is owned by men and women 
working on the paper. 


~ 
a 


And the reason The TIMES has been the only solid newspaper 
success to he built in the United States since Wall Street laid its 


historic egg is because The TIMES knows the people of Chicago 
. and is the people of Chicago. 


So to The TIMES; Chicagoans aren’t statistics in A.B.C. state- 
ments or merchandising surveys. They’re neighbors, advisors 
and well-wishers who have helped in another case of home-town 
boy making good. Knowing them better than any other Chi- 
cago paper does, we can introduce you to these people on a 
friendly basis. 


The TIMES knows the town, and any space buyer who may be 
inclined to brush off that asset might talk to some competent 
newspaper editorial side friends of his and get an idea of what 


a long advantage you have when you “know the town.” 
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~JPHOTOGRAPHIC REVIEW 
OF THE WEEK 


STANDARD 
takes better care 
of my car too! 


Vewontca Lane 


ad Pennants tk, VARIES WARTIME SLOGAN—The slogan "Standard takes better care of your 


4 
Phe Home Beare the Bae,” car!" is adapted to various western industries in a new outdoor advertising 


campaign for Standard Oil Co. of California in seven western states. These 
are the first two in the series. BBDO, San Francisco, is the agency. (Story on 
Page 57.) 


MEMBERS SCRUTINIZED—This official huddle shows client, agency and Blue : ; 
Network officials looking over promotional material and membership request Veronica Lake Says: 

letters for a new “Breakfast Club” of listeners. Seated, left to right, are Bill ‘ea + gt ‘ 
Kutch, advertising manager, Swift & Co. ham and bacon division; and E. J. Brisk is the word for LIPTONS!” 
Huber, sales promotion manager of the Blue's central division. Standing, John 
Urice, J. Walter Thompson Co., the agency; E. K. Hartenbower, sales manager 
of the Blue Network division; and Don McNeill, m.c. of the Breakfast Club 

program. 


Who gets hurt Evane eaperiener in the wort uf woo Evans timber resourtes aad fabricating Evans rescureefulacse in practical 
fates from the start of this ¢ ‘ txperinace were calied om to meet the design contribute! semplifeatiog and 
when You buy Beautiful venetian biin-i abie emergency seed of war Lousing. Evans speed in assembly. Thus, the structares 
lr . the Se flooring and the world « larersi supply knew how" god maxes production were casily and quickly erected wath 
we an of battery separators come from Evans won this fight axsins! ume and cut out any dacteier of strength or wtility 
Black Market ? a 
; * a — ol "BRISK' FLAVOR —This full-color ad 
a appears in 10 magazines as part of the 
ey egg pg ll : nationwide campaign for Lipton tea, 
sects ox . " 2 sponsored by Thomas J. Lipton, Inc., 
—— : Hoboken, N. J. Endorsements of lead- 
= a _ ing film actresses and vivid descrip- 
ie tions of "brisk" flavor make up the 
Tek we POWERS ORE artece SERINE POR ERS FAR ATHLETE PONT ESTE A, 


copy. Newspaper magazine sections 
and spot radio complete the schedule. 


PROPOSED OIL COPY—These are layouts for the three ads prepared by Young & Rubicam is the agency. 


McCann-Erickson for use of regional districts of the Petroleum Industry War 

Council in cooperative newspaper campaigns emphasizing conservation. Addi- 

tional newspaper advertisements, bulletin board posters and stickers will also 
be employed. (Story on Page 14.) 


BUY MORE WAR BONDS 


\AAG 

(vO) 
\NYWHERE! 
/\NYTIME! 
/\NYHOW! 
BAR NOTHING 


Tots the sport of ver cad 
4ett match it jn the opm oe 


‘ 


from war housing to the home with a future 


Out of the giant forests of the Pacific northwest will come thet aco bound to win Giefiiglin af henplecing Astuicane 
ee Poninee... bo intel ‘ii. ies ea rioting the wai, all 
+ : he geared to the Nation's housing needs afier victory 
* * * 
Vision 10 Anticipate the Needs of Temarren 
Cewntes New industries Today 


Based on skill 4 loped in building th ds of easily- 
erected houses for the Army, and a 23-year experience in 
producing a wide range of wood products, Evans will 
factory-form the idea! American home. a ie 
Vast timber resources. a superior molded ood. . et ys 

process that es reamatat Pnee tienes (js)EVANS PRODUCTS 
economy as well as distinguished features of design and Raat COMPANY 


‘ned comtrenton 3 seed iia ; DETROIT 
: ; a itpegeter px ea e Boome Wor Produse: Mechiot Gon Wosnte + Tesh at suemntiee Hasting om 
Evans heating equi li and household acces- Conte + Roms Rpm 7 Potabrnnes Wnnee > Fire 


enviee will create, in Evanhowes. 8 lusury and joy in living we 
READY FOR ACTION—Civilians will 


be called upon to match the spirit of INTRODUCING THE EVANHOME—With a two-color magazine page, Evans 


\ 


our fighting men in the 5th War Loan Products Co., Detroit, is creating public interest in the factory-formed Evan- 
drive, in which the invasion insignia— home it proposes to market after the war. Now engaged in war work, the 
AAAO—is prominently featured for the company also plans to supply heating equipment, appliances and household 
lads . first time. (Story on Page 54.) accessories for the Evanhome owner. 
4, Font delle 
— sy os — Aes 


Service station - with 5-inch guns 


Melted States submarine beck a: ber base gulps of af so. comb t for the Soasof Heaven. A single — thar “Ciil ix Ammunition”. Shoulder to shoulder 


wee. lL “ums. posted panes poesseamn, cnacon 
A bgure on the tanker s brocige cups bes hands, Theat off is cever tacking—oor shall « be o> neti wdaiswnede. nem 
"em 2 humeroes voice a the sub's skipper While the petroleum industry can move s muscle 
“Wipe your windshield, sir! or perform « miracle, ver kghtung men are go And we'll keep « up wotil the day when vars 
ing to get all the ol they need, whee ther aeed ous Mr Tojos will caer sadly at each other an: 
These sea-going service siations are cren more ih—or before murmur, “So sorry —and meen it 
omcessary to our Navy than the one oo the bome- ——— ee 
town Corser is to you. Far the Pacific 0 vast, and Tide Water Associeted, together with the TIDE WATER 45°50 CIATED CFL COMPAN) 
O8F hghung craft must ase prodigious quanuries other oil Companses ot America, is well aware New York . Tales Sas Pram ss: 
WORLD'S LARGEST REFINERS OF PENNSYLVANA O85 
TIDE WATER ASSOCIATED de —- ie ‘ 
tur war SONOS AnD stamPsi OU 1S AmmeNTTION « OST \T wretU \ cores oJ — - — 
TALK OVER INDUSTRY PLANS—Ideas on postwar advertising activities of the radio industry were discussed by members 
FILL "ER UPI—This is the first of a new series of full-page four-color adver- of the advertising committee of the Radio Manufacturers’ Association at a recent meeting in Cincinnati. Left to right, they 
tisements in Tide Water Associated Oil Co.'s new campaign currently appearing include: James W. Douthat, director of publications, RMA; Stanley Manson, Stromberg-Carlson Corp.; Victor A. Irving, _— 
in April issues of Collier's, Life, and The Saturday Evening Post. Dramatic Galvin Mfg. Corp.; Sydney D. Mahan, Crosley Corp.; John S. Garceau, Farnsworth Television & Radio Corp., chairman of a 
illustrations dominate the page. Lennen & Mitchell, New York, is the agency the committee; Bond Geddes, executive vice-president, RMA; E. I. Eger, Admiral Corp.; John Gilligan, Phileo Corp.; ~*~ 
in charge of the Tide Water account. and Richard Hooper, RCA-Victor Division. 
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me = AI Eliot Elisofon posed for this picture in North 


Here’s one of Elisofon’s war pictures that wasn’t destroyed in the plane crash. It shows an 
American gunner spattered with blood and oil aftera heavy strafing attack by Nazi airplanes. 


ie fae * a mee “g ee: sit, yt ig 


Afri 


The LIFE photographer whe lost his pant 


eS ay 


ae a 8 am had destroyed most of his 
photographic equipment—and his pants. Elisofon covers the fighting fronts for the Army-Navy-operated Picture Pool. 


yn 
60,000 

single © 
which 
top in 


liot Elisofon is one of 16 LIFE photographeng ment. 

covering the fighting fronts for the Army _,,,, 
Navy-operated Picture Pool, of which onl favorit 
LIFE and three large picture agencies (Acme§'! this 
AP, and INP) are members. 


turers 
Like other LIFE photographers, Elisofor 


the ste 
A y¢ 
takes his adventures as they come. These mer 


experi 
she wi 
tions ¢ 
area,” 
a lawy 


and women have courage, resourcefulness, and 
technical skill. And their contribution to 4 
living, picture record of World War II is grea 
indeed. materi 
Garage 


The ability of LIFE’s photographers al rea ; 
home and abroad to tell a story with phote am. 
graphs is an important reason for LIFE’s wide 
popularity. For the difference between goof 
photography and good photo-journalism i 
vast .. . it is the difference between depicting] Ps ' 
an isolated scene and narrating complete 
events through pictures. 


Ame 


No other magazine in America’s history ev 
had such a large reader audience every week! 


Like other LIFE photographers, Elisofon gets all over the globe. Here’s a dramatic picture 
he took of the U.S. Army’s $134,000,000 Canol project near the Arctic Circle in Canada. 


i im a : ; Ss ne he f c Te eres. ia rine ie 3 = 4 , . eos 
gi ea 

PES fig: 1 
Oe aay é at ee ee eS ere: ee i : 

Ree ee ae er er hk ak Rosie. 
—— ; ; a 
Se : Serer 
ne ieee : nanan 
eee Se 
—— ee % 
~~ «a r W 
— % io ~¢ 
| ; > 
lal | DE 

; ce ee 
‘a 4 ae t e —_— 

_ceeee ; - aS deeatiins: * Vol. 15, 
a ae i ete 8 3 * 

fre os “e pete i SR S — — 
ae ~ , ; , ee ee Sone bois 
‘gi + : . as 2. ci I ate eat x <0 Me oP ae Hi si - E 
A a ‘< = a ae —— = FS * ieee SR gs a Ase eee ee 
be alte —— » yee ‘ia — ad fy ii te 

ie = ; cai: . Se ileal t ose ee eg eis i oe: 

aisle e aah: “eo — co: eS pS ee > el : 
ae be ” a ™ ci oe eS ome : i Poe 
ee ™ x she ee Ss é aes on pe Vee a ’ 

“wer i erst . eee ea ro i ili i.  — Some 
a 33 &. ss) see ae A. SRE ; oe a Alea: eo as oa aie ‘ : oe pa j said in 
_ ; ‘ re ae tats i ae Be a i) ae Z Pn eae — oe 2 : jangle 1 
ee | . es oka ee ah ae ees oe oe AS rr ae a. ed ver | 

ae . 3 Pe See ae 7 ae Pe hee a ooer CE ae eg . oo. i never 
3 aE rp , — to ‘ 4 eee ; - oe are 2 y a — a , oe. oe eet ice ae J : the FT 
a eke bas sy A ae) ‘ aoe Peis got re ae ie Aas aie : eile: alae eee <a 
Bes We Pea: ‘ ae se ‘ + Ea ; ‘ieaaee ee aga ae, its a a sae ; : pee ‘ _ \ ee = : Bos 4 : the tes 
mo aes me . “ee” Soe i - ae ee 
Poly aa . vt Yee eee a eae mee , 2 Se ae Fa Nae ae: 
; Rms Deft in cis aaa is : . “ _ * aan a 
. " = agi fas ain 24 * ‘ Bes = s 
- ; Rie) ig SS . ———-_ : pee 
; i ae ’ es \" " — ; Se Me vias . 
aa) aves i : ‘ . P » a. aes. . ond : 
- ie toe as ii eC ee ee ee a = ee : ee si a ee, ee , ye , 
er Pe eee RS ; -I ° Fe Sc sa a cer Es Bie 
; a co aera isnaeiies Es = ie , See Y ne pe —_ see, ea Py: 
i a eagle a wien. Hid , — ogi ¥ ee alee ’ oe Ps Soa oo ee . ee 
a ae - ) ae me OR ee atl 5 Be. 
ae 54) ie Ses * * . aa bi ee ee. . ‘a oo as ee | aa iia 
— oo =» ee a ram ee A ie ee 
: = ge: a aoe. 2 _ i ee ee i i ran” 5 ee 9A! a 
as hii inns — — i ie ee ae ae 
: ee ae aan 9 wey a ee = ee ee SE nee 
i  e3 = | ae 2 ON i 
a ES a ‘ ae : ; . ia ce ; 2 : 
! S23 en aS 
: a oe én woe he fe ; ; cs 

y J): a ‘ See Fs ae: es a per ‘hie ae 2 bi 4 ead ia 
oe ee (ee — —— = . i " - ; 
og or, SS as, a y +1 a eee ae co a ae 
a Ba r vies 3 AS Nis : ae 8 r eee —s ‘une ie ee 
« NG : Per ps : pee é ' Se i FO ce ee oe a an F ; 
+h ee re Se \* : el .°: Yes . } al S00. reine ee ae. ae a ee ae 
a pa * ee —. oan io aca a a’ Me gee oe ee 9 8S ae a Fe ele se 
were mare ¢) Pi, o. e oa — ; “ate ie eel 
Wages. ee eR, . Se ie ce ingaaecne eee ore’ <a 
eee ae : . foe AS. , ‘84d oo P 3 ea {fe ; oni e! yk 
weiter r wee ; : Tae = ate Ee Pe net es att - Te ee ete epee eee 0. ag, oe en 
6s opeare = . ang pee * eres . naan fae Soe ae nt ae : a i 
2 an _ ¥ . RS eg 234 4 4 ee, eae (iiae Lee woe petty es 

; ee " : ' Tad Pag es eirs r ie. i ee a en ee Roe me se 
ee ree ett ee gee ea | Me gs oe M 
ie - 4 “ ; > ee a P — eee po 

si — 3 Li “a ; a * # 6 eee ey Be i = (laaitenae 
i “es Ss re ree a a a —— | a — Oe en 4 
pte  : ; \ » me ~ uae be! ‘ Me oe ; = ; 4 a oe j i ie: ’ ARE weap lt mat, 
a a 4 bie ca a oa a | aS Pints STE : . 
2 3 : Ne z Bn = ak. ae et ; big Sigua ae 
ees a t * eer Ne Bo sag ee ae - wt is J “ 

ae he ; * 4 : Saka Vhs , eu ate = ce ae oy ae a ’ is * * : on’ . 

es a a ¢ j Rye Rey : Tipe RV BES ae Se a ; — we! om 

* ne iets Piorc ie oo a oe : : ; 
e ete: Ss i 4 3 ae " a ea Toe 2 Pot seein ue es ne a #y F 
meet ais ‘ ii " vel ae ae fee : eee ee 

7 7a Sa ee or a ee 7 a et) ee. ya me é 

TL = Ge ees : Ce a — : 
y ; ~ ea ee Wis (as ae oar eo oe. woe oe 
LM ee. “ ve CS: . oo Wey, = a, “es om an, : agi a a “a Bs. Sie. f 
ee , 7 rr ae ler ; eos a 2 2 e Bea fs - ee 3 ie Me Ne 

a aaa i ee ae . wa a | eS ‘so See ae, oan Pics oY 7 

iss cal ‘ ? oe. eee, a a om ah. le ee | ae i a oe aeons 
e ‘ 4 a Se = Se eer a ihe EJ ee a, — ee ee — | ae _ ice ena 
4 - . ‘ - See om Neus ae a) a e te By ey.) eas bem 

eey al al x - a. 3 -, ee ee 
<a ne ede em Be. aa a ‘ _ rs ee < .~ 
baa es Seo a3 re: sac Oe a ee Aas ee eae * rama ty en ae a eee - 

— > ce i * a . ie alten Bee ae = cay Hl 4 ) 
7 ‘ oe . tng be 6 Z, ai spe one Sid ee Tie, cage well 
oe we oe ot a RATS Pt re < . 
a = —. e > ; ? : ay . i ee re ee right 
as a ats; Pe, r ay 3 RR ar te 
Bes 6 * et “ a 
ee eo P ian RE A ° és oe 
a. tg fy" - c ae Pigs mF sone 

i ” rm m ’ e ae eee Tee ry 

ee o> : . ad ag : all ee 5 Pheri ; 4: A 
= a te x © So" é ° “—— A a Pele i oT oe Pe na ey = ay iy Ts %, c Y 
———— * Oe ere 2 ty (ho t= Seek eS betw 

ae eee dn ae * : a, - ris eee ee o ‘ 

ee ee * oe tube ang ; mee, Sees = and r 
‘ iad 2 é - 7 . * . : ae ee Z ae a 

= ; : rs a ~ ; Bein, Fare Me - war | 
i er eles | ; - . . ou ‘ oe 
ce ' ‘ ; 2 ; ie on tes extra 

Sis = —- — - f : 

tye an a + ¥ - 

» a "1 ° ‘i 6 
7 a Wh 
rien ) ought 
ee i: fashic 
Pe PI Bi ET 

; ie a oP aa ‘et “ a aw lot m 
aia i , eo = . yard 
fe eee ge : ye ae * 4 or 

‘Stuy ; 0 4 ee a a oo — 

. = , 4 OT fo * nen. tee ‘ A 4 2 ‘i a ; 
ae an — ; : 125 ; ee ‘ J ‘ ™ ae — ee ha 
ade? A : eS e: z oe a esate : B. Pee eo x: eae ogc: alee Re aia Hae 3 : : i 

a ~ ' : ' « a iy; ‘i : \ 1 Re. a ai 7 ee Pa ene ae a M es 
; : ~ ay % ‘ - ‘ae ‘ , | ; 5 F i ’ ed 1 
ee P =: ~ * , a és = 4 
‘ : el * D c .* - fe ‘ 4 a. of a 
; S a _ ne og “tien: ° > “ # # i oe a # 
. = % B a a = € F Y ay a i # ig ; 4 ez i 
. he “;r ay IF As as ) > | 
mR ee SE as >) oe ’ 

ie Oe oe < et nD Met: | ee é it —— An 

ed AEN Ss : iG c = , ae Pe r ; Be. ac y ee = Moto 

= Sai) : . os » Fe ae oa ¢ ; ale See billi 
7: — yh Se . a i Wenig 4 7” — illio 
sii me - 5 : ar : : “y . “Ey, « ig e i ; a , 7 
al / “4 pas ae — ae 4 = ee a eo re “a 4 bor, 
ae ey 2 . . eae ed i = Ee eiabe - j ee eo te ce Mae ge y ae e ‘ : 
: 1 a es tte P a f i hs 4 © a a < digs 7. <r ae it s oe ‘ ‘ i must 

: . “7 - 7 > ‘ a i au ty - > ‘es ; al " s fides e ° - : 
al pie f ‘ > . % . . & Bie ae oe ee wi - 

(> ee fa || / —P — at | : M 
ee, Fi Z : . . be 4 age oe < | i 

" hs a j t al F ” %, a Ba J a - a Fs ras % ; “44 fr 

a oa -> / — ee . . ,, tf e; ; a Pee ie, b ee 

) eas ic. € f ul per es - ie ce tee va ‘e : ’ ab 

oe” ‘ 4 meat | o a be Sey a ; “s ent ey 
war >: eae at Vy oe i | ’ a 
; é aoe aed 4 ‘ sfsiel ce oS ee }! set pee” ' j 
ah > ee er 2 ae 4 ' ; o : teen are PERE em me : es lishe 
Fs € yl eh ae eA. f a: ae Re Pm ae ot - =i > ae 
: ie ay er ad a gis th ; = ¥ _ oh i same 
ea = Be Pee eae Eo e : ss, 
: f . wa “a : Te 7 ™ ; ie ee ii 
F I . _ a , = Fick er 
hd ime ee * is 
; : é +l, a “ iat 3 ao 
7 “ AN ; gee HA P * ‘ %, ¥ - : o a a i g: 
ne £3 of A": Pia : é ie an j salle Bites Ti 
b.% — asinatltsa nat z a ee eye will 
vend s i -% % ieee 

wee (ey = Ee AOE Fron 

i Ss 


